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ABSTRACT 
 

In line with digitization and the development of information technology, digital banking solutions are in great demand by 

customers. Bank Syariah Indonesia continues to innovate consistently to meet customer needs and demands for digital banking 

solutions. This study was conducted to see how high customer interest in adopting mobile BSI, attributes of mobile banking 

innovation, religiosity using mobile banking, bank reputation, the attitude toward adoption and intention to adopt mobile 

banking. This study used a sample of 100 Islamic bank mobile banking customers. Analysis using SPSS shows that the attributes 

of mobile banking innovation and bank reputation have a significant effect on attitudes and intentions to adopt mobile banking, 

the results of this study also emphasize the importance of religiosity in mobile banking adoption. This study provides an 

opportunity for Indonesian Islamic Banks to increase the adoption of mobile banking services while still paying attention to 

environmental balance. Thus, it is hoped that the marketing strategy can consider these aspects. Especially by prioritizing 

solutions for customers in conducting transactions during the Covid-19 pandemic. 
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1. Introduction 
In line with digitization and the development of 

information technology, digital banking solutions are in great 

demand by customers. Bank Syariah Indonesia continues to 

develop consistently to meet customer needs and requirements 

for digital banking solutions. BSI assesses that there has been a 

decrease in energy from reduced customer trips to the nearest 

BSI branch or ATM. More specifically, this issue is very 

important for Islamic banks, which are new entrants in the 

market and are considered less popular and less experienced 

than conventional banks (Nizar & Marzouki, 2015). 

This study uses the concept of adoption because Bank 

Syariah Indonesia is included in innovation in the banking 

world so that a diffusion process occurs which makes people 

aware of the existence of Bank Syariah Indonesia and then 

choose to use it or not. The new product stimulus in the form 

of BSI Mobile is a determining factor in how quickly 

innovation is accepted by prospective adopters. Although the 

application is similar, Islamic bank mobile banking financial 

services are different from conventional banks. In contrast to 

conventional banks, Islamic bank mobile banking services 

must comply with Islamic values (Raza et al. 2019). The 

Innovations Diffusion Theory (IDT), proposed by Rogers 

(2003), according to this model, the rate of adoption of a new 

technology depends on five innovation attributes, namely 

relative advantage, compatibility, complexity, observability, 

and trialability. The process of diffusion is concerned with the 

way a product or service innovation spreads to the market. 

Engel (1995) defines dissemination as the process of 

communicating innovations (new ideas) through certain 

channels forever among members of a social system.  

According to (Rogers, 2003) Diffusion is the process 

by which an innovation is communicated through certain 

channels over time between members of a social system. 

Adoption is the stage that consumers go through before 

deciding to try or not try or stop using a new product, and the 

adoption process should not be confused with user categories 

(Schiffman and Kanuk, 2008). The adoption process is defined 

as the individual process through the innovation awareness 

phase to the full acceptance phase of the innovation (Rogers, 

2003). This study aims to determine the effect of innovation on 

adoption intention. 

2. Literature Review 

Attributes of Mobile Banking Innovation to Attitude 

Using Mobile Banking 

Relative Advantage 
Relative advantage is defined as the degree to which 

an innovation is considered to be better than an existing idea or 

idea (Rogers, 1999). Several other studies have found that 

relative advantage is one of the best predictors to measure the 

rate of innovation adoption (Gerrard & Barton Cunningham, 

2003, Omar Sharifuddin Syed-Ikhsan & Rowland, 2004). 

Rogers (2003) suggests that adopters always feel a relative 

advantage in terms of the economic benefits and costs resulting 

from adopting innovation and improving their social status. 

Research conducted by Venkatesh & Davis (2000) shows that 

relative superiority has a significant positive effect on 

attitudes. Therefore, when customers perceive different 

benefits offered by mobile banking, they are more likely to 

adopt it. 
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Compatibility  
Compatibility is the degree to which an innovation is 

perceived to be consistent with existing values both in the past 

and present and under the values held by potential adopters 

(Rogers,2003). Compatibility affects attitudes toward adoption 

and ultimately affects the intention to adopt (Püschel et al., 

2010). Compatibility refers to the extent to which a service is 

perceived to be consistent with current and previous values, 

beliefs, habits, and experiences of users (Chen et al. 2004). 

Compatibility is an important feature of innovation because 

compatibility with the user's lifestyle can encourage rapid 

adoption rates (Rogers 2003). Compatibility is a measure of 

consumer values or beliefs, ideas that consumers have adopted 

in the past, and the ability of these innovations to meet the 

needs of potential consumers (Gerrard & Cunningham, 2003). 

Previous research found that compatibility in terms of 

experience and value is an important factor influencing 

innovation adoption (Luarn & Lin, 2005). Thus, it is also likely 

that the relationship between compatibility and adoption will 

hold in the context of mobile banking. 

Complexity  
Complexity is the degree to which an idea or 

innovation is perceived as difficult to understand and use 

(Rogers, 2003). Some innovations are clearly understood by 

potential adopters while others are not. Complexity becomes a 

measure of perceptions of the purpose of the innovation, its 

intended use, and the ease with which it can be obtained from 

the innovation (Gerrard & Cunningham, 2003). The perceived 

innovation is very user-friendly, users see it easy to use, thus 

forming a positive attitude (Lin,2011). There is a negative 

relationship between complexity and level of adoption 

(Gerrard & Cunningham, 2003; Ikhsan & Rowland, 2004). The 

more complex the product for consumers, the lower the 

adoption rate. Polatoglu & Ekin (2001) argue that a person's 

literacy level plays a very important role in determining the 

level of complexity among banking customers. Islamic 

banking is a form of innovation in the banking world so it 

requires adjustments in its use. 

Trialability 
Rogers (2003) argues that an innovation that can be 

tried can be adopted more quickly. Potential adopters who are 

allowed to experiment with innovation will feel more 

comfortable with the innovation and are more likely to adopt 

it. So, if the customer is allowed to try an innovation, a certain 

fear of the unknown can be minimized. Customers are allowed 

to find errors that can be corrected, thus providing a 

predictable situation. Some state that trialability is one of the 

most important components in the new technology adoption 

process (Ali et al. 2019, Mohamad Hsbollah & Kamil 2009). 

Trialability refers to experimenting with a new technology 

before adoption. Previous studies reported that previous 

customer experience of a new idea had a positive impact on 

future adoption rates (Ali & Chin-Hong, 2015; Sanni et al., 

2013). 

Observability  
Observability is defined as the degree of ease of an 

innovation result to be observed and seen by others (Rogers, 

2003). According to Gerrard & Cunningham, (2003) and 

Yusof (1999) some ideas are easy to observe and communicate 

to others, while other innovations are difficult to observe or 

explain to others, especially in services whose invisible 

characteristics will hinder their observability. According to 

Sohail & Jabri (2012) in the context of mobile banking, 

observability is defined as the ability to access banking 

services at any time and from any location without delays or 

queues, and see the effects of mobile banking transactions 

directly, and convey the benefits of accessibility to others. . In 

this way, customers gain knowledge about mobile banking and 

its benefits, thereby facilitating adoption. The easier it is for an 

innovation to be observed increases attitudes and intentions to 

adopt (Thambiah et al. 2011), so the observability variable 

positively affects attitudes and intentions to adopt. 

H1: Attributes of mobile banking innovation have a positive 

effect on attitudes to using mobile banking 

Bank's Reputation On Attitude To Using Mobile 

Banking 
Reputation is defined as a combination of long-term 

stakeholder assessments of how well the company fulfills its 

commitments and meets stakeholder expectations and how 

well and fits the company's overall performance with its socio-

political environment (Logsdon & Wood, 2015). Research 

conducted by Gerrard & Cunningham (2003) concludes that 

the switching behavior of bank customers in Asia is influenced 

by the reputation of the bank. 

In another study conducted by Trotta & Cavallaro 

(2013) reputation is a potential impetus to attract customers 

and influence the buying and selling process. Subramaniam 

(2012) states that bank reputation is an important factor in 

determining the switching behavior of bank customers in 

Malaysia. Research conducted by Wajdi Dusuki & Irwani 

Abdullah (2007) found that reputation is a factor that 

influences switching behavior among Islamic banking 

customers in Malaysia. 

H2: Bank reputation has a positive effect on attitudes to using 

mobile banking 

Religiosity Using Mobile Banking On Attitude To 

Using Mobile Banking 
Religion has always played an important role in 

building and shaping life through communication and 

attitudes, knowledge, and beliefs (Ahmed et al. 2013). 

According to Wilkes et al. (1986), religiosity affects several 

aspects of consumer lifestyle, which in turn can influence 

consumer choice and behavior. Research conducted (by 

Suhartanto et al. 2019) shows that religiosity is an important 

factor in adopting mobile banking among Islamic bank 

customers. Religiosity refers to a person's adherence to the 

religion he adheres to. It must be believed that mobile banking 

services in Islamic banks must be under Islamic values in both 
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process and service. This will result in someone religious 

having a higher perception of mobile banking services. 

Religiosity influences intention, so it can be concluded that 

religiosity only affects the conative aspect and does not affect 

the affective aspect in behavioral theory. High religiosity will 

strengthen the relationship between attitudes toward intentions 

(Wilkes et al., 1986). Several other studies have shown that 

religion can influence consumer behavior in general (Bonne et 

al. 2007). 

H3: The religiosity of using mobile banking has a positive 

effect on the intention to adopt mobile banking 

The attitude of Using Mobile Banking on Mobile 

Banking Adoption 
Attitude is defined as a psychological tendency to like 

or dislike an entity (Birgelen et al., 2003). The higher the 

consumer's attitude towards a favorable behavior, the greater 

their intention to act. Park & Chen (2007) found that a positive 

attitude towards a product affects the intention to use it. 

Several other studies have found support for the role of 

attitudes in predicting intentions. Individual attitudes towards 

the use of the system can affect the intention to use the system. 

The higher the attitude towards adoption, the higher the 

intention to adopt Islamic banks (Luarn & Lin, 2005). 

In different studies, significant attitudinal strengths 

toward the use and adoption of different products, services, 

and innovations have been demonstrated (Ramayah et al., 

2005, Davis, 1989). In addition, Ulun Akturan, (2015) shows 

that attitude is the most prominent predictor of mobile banking 

adoption intentions. Furthermore, attitudes have been modified 

in studies regarding the context of Islamic banking as well 

(Taib et al., 2008; Amin et al., 2009; Amin et al., 2011). 

H4: The attitude toward using mobile banking has a positive 

effect on the intention to adopt mobile banking 

3. Methodology 

Research design, population, and sample 
This study uses a type of causal research. According to 

the time dimension, this study is a cross-sectional study, which 

is conducted once and presents a portrait of one event at a time 

(Cooper, 2019). This study uses quantitative analysis and 

questionnaires as data sources. The research unit of analysis is 

the customer of the Indonesian Islamic Bank. This study used a 

sample of 100 Indonesian Islamic Bank customers. 

Validity and Reliability 
Factor analysis was used to test the reliability and 

validity of the data collection instrument. Factor analysis is 

carried out by running a matrix of components that are rotated 

to reduce the questions to questions that are most relevant to 

the research variables. 

 

Background Information Frequency Percentage 

Gender   

Male  42 42% 

Female 58 58% 

Total 100 100 

   

Age   

30 years and below 33 33% 

Above 30 years 67 67% 

Total 100 100 

   

Income   

Rp5.000.000 and below 45 45% 

Above Rp5.000.000 55 55% 

Total 100 100 

   

Bank Visit   

< 1 month 5 5% 

1 month – 6 month 22 22% 

6 month – 12 month 47 47% 

>1 year 26 26% 

Total 100 100 
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This study’s data collection instrument was a 

questionnaire with close-ended questions. The questionnaire 

was designed on a five-point Likert scale ranging from 

strongly disagree (1) to neutral (3), then to strongly agree (5). 

The validity test was used to test the variables in the research 

questionnaire, which consisted of 10 statements of innovation 

attributes, 5 statements of religiosity, 7 statements of 

reputation, 8 statements of attitude, and 8 statements of 

intention, where these statements require respondents to 

answer them. The criteria for the validity of the questionnaire 

are: α = 95 percent (α = 5 percent), (df) = n –2 = 100 – 2 = 98, 

and r table = 0.1654. If the r count (for each item can be seen 

in the Pearson Correlation line) is greater than the r table and 

the value of r is positive, then the statement item is said to be 

valid.

                                               Attributes Innovation 
No item r count r table 5%(10) Criteria 

1 0,863 0,1654 Valid 

2 0,877 0,1654 Valid 

3 0,894 0,1654 Valid 

4 0,881 0,1654 Valid 

5 0,867 0,1654 Valid 

6 -0,201 0,1654 Not Valid 

7 0,030 0,1654 Not Valid 

8 0,769 0,1654 Valid 

9 0,810 0,1654 Valid 

10 0,418 0,1654 Valid 

                                               Religiosity 
No item r count r table 5%(10) Criteria 

1 0,710 0,1654 Valid 

2 0,822 0,1654 Valid 

3 0,849 0,1654 Valid 

4 0,797 0,1654 Valid 

5 0,746 0,1654 Valid 

                                                Reputation 

No item r count r table 5%(10) Criteria 

1 0,744 0,1654 Valid 

2 0,724 0,1654 Valid 

3 0,617 0,1654 Valid 

4 0,743 0,1654 Valid 

5 0,720 0,1654 Valid 

6 0,846 0,1654 Valid 

7 0,873 0,1654 Valid 

        Attitude 

No item r count r table 5%(10) Criteria 

1 0,901 0,1654 Valid 

2 0,917 0,1654 Valid 

3 0,904 0,1654 Valid 

4 0,930 0,1654 Valid 

5 0,902 0,1654 Valid 

6 0,949 0,1654 Valid 

7 0,935 0,1654 Valid 

8 0,910 0,1654 Valid 
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                                                Mobile Banking Adoption 

No item r count r table 5%(10) Criteria 

1 0,866 0,1654 Valid 

2 0,796 0,1654 Valid 

3 0,860 0,1654 Valid 

4 0,880 0,1654 Valid 

5 0,855 0,1654 Valid 

6 0,862 0,1654 Valid 

7 0,874 0,1654 Valid 

8 0,736 0,1654 Valid 

 

Reliability testing in this study uses the Cronbach 

Alpha Statistical Test method (alpha coefficient) using the 

SPSS program, where a questionnaire is said to be reliable if it 

has a Cronbach Alpha value greater than 0.60 (Ghazali, 2013).

Reliability Statistics 

Cronbach's Alpha N of Items 

.758 39 

Source: Primary data, 2022 

It is known that the Cronbach's Alpha column is 0.758 

> 0.60, then it is said to be reliable. It is known that -4.984 is a 

(constant) value, which means that if the value of the 

independent (free) variable is zero, the value of the dependent 

variable (bound) is -4.984, in this case, if the innovation, 

religiosity, and reputation attributes are worth 0.00, the attitude 

ratio will decrease if no attributes of innovation, religiosity, 

and reputation. The value of the innovation attribute variable 

shows a positive sign assessed (0.375), meaning that every 1 

value increase in the innovation attribute variable, in this case 

increasing 1% of the innovation attribute ratio, will increase 

the value of the Y variable (attitude) by 0.375. 

The value of the religiosity variable shows a value of 

3.297, the value of the B coefficient of (0.414), and a 

significant level of 0.001. This indicates that the variable 

coefficient (X2) religiosity influences (0.254). This means that 

religiosity affects the attitude toward car banking adoption. 

The value of the reputation variable has a t-value of 5.457, a B 

coefficient of 0.522, and a significant level of 0.000. This 

indicates that the variable coefficient (X3) of reputation has a 

positive (unidirectional) effect on the attitude of mobile 

banking adoption (Y) with a significant level of 0.000. This 

means that the higher the reputation, the more influential it is 

on a person's adoption attitude towards mobile banking. 

Multiple linear regression analysis aims to determine whether 

the independent variable has an influence or not on these 

variables. Multiple linear regression analysis was performed 

using SPSS software. The results are as follows: 

Table 1. Summary of Regression Results 

 

                                 Source: Primary data, 2022 
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4. Discussions 
The innovation attribute has a significant effect on 

attitudes with a t-value =5.144, greater than the t-table = 1.661. 

This means that innovation can spread people to do things 

better so that people are willing and willing to adopt new 

products that bring many benefits to society. 

This is under previous research which has found that 

the relative advantage, compatibility, complexity, trialability, 

and observability of innovation are positively related to the 

level of adoption (Moore & Benbasat, 1991, Lee, et.al., 2011, 

Sohail & Jabri, 2012) 

Religiosity has a significant effect on the attitude of 

adoption of mobile banking with the value of t count = 3.297 

which is greater than the value of t table =1.661. That is, 

religiosity determines what form of product consumers will 

consume under the existing rules in religion and belief. 

Therefore, the religiosity that exists in a person greatly 

influences what he consumes, especially in consuming and 

adopting a product. Bonne, et.al., (2007) found that religiosity 

can have a positive effect on consumer awareness of using a 

product. 

Reputation has a significant effect on the attitude of 

adoption of mobile banking with the value of t count = 5.457 

which is greater than t table = 1.661. That is, a good reputation 

of a product will influence people to adopt and use the product, 

and vice versa if the reputation formed by a product is bad it 

will make people reluctant to use the product. Aaker & 

Jacobson (1994) say that reputation affects consumer attitudes, 

consumer attitudes towards a product can also be used as a tool 

to predict future business performance, meaning that 

companies can predict what consumers want in the future by 

looking at consumer attitudes in the present. 

Attitude has a significant effect on the intention to 

adopt mobile banking with a value of t count =5.457 which is 

greater than the t table =0.677. That is, someone simply 

understands a technological innovation such as mobile 

banking, so that customers can think rationally that mobile 

banking is the solution for them. One of the intentions is 

influenced by normative belief factors where beliefs about the 

normative expectations of others who become references such 

as the influence of people who believes in the importance of 

using mobile banking will increase his confidence in using the 

technology to improve performance. So these results are from 

previous research (Akturan & Tezcan, 2012). 

5. Conclusions 
Our findings suggest that Islamic banks in Indonesia 

must offer mobile banking services that are compatible with 

the various needs of current users, past experiences, lifestyles, 

and beliefs to meet customer expectations. With better mobile 

banking support and the provision of a wide range of services, 

it is increasingly beneficial for customers' perceptions of 

mobile banking and to increase their adoption rate. Based on 

the researcher's direct experience in the research process, there 

are several limitations experienced and can be several factors 

that can be of more concern for future researchers to further 

refine their research because this research itself certainly has 

shortcomings that need to be continuously improved in 

research. The object of research is only focused on factors of 

innovation, religiosity, reputation, and attitudes which many 

other factors affect the use of mobile banking by the public. 

The distribution of the questionnaires is not done directly face 

to face, but using a google form that uses the internet network, 

so that sometimes there are respondents who fill out answers 

more than once due to network factors. 
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