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Abstract 

Purpose – This study investigates the influential factors of mobile 
banking service quality dimension (enjoyment, security, ease, design, 
and application system) of Indonesian Islamic banks toward 
customer satisfaction. 

Methodology – This study uses 100 respondents who are Islamic 
mobile banking users in Indonesia and applies the Partial Least 
Square for Structural Equation Modeling (PLS-SEM) approach. 

Findings – This study reveals that the enjoyment, security, design, 
and application system of Islamic mobile banks significantly impact 
customer satisfaction. This study suggests that Islamic banks should 
pay more attention to increasing their mobile banking application 
systems, which is the most crucial factor influencing customer 
satisfaction. 

Research limitations – This study is limited to the sample of five 
top Islamic banks’ customers in Indonesia with 100 respondents. 
Thus, the result of this study cannot be generalized to other 
countries. 

Practical implications – The findings offer valuable insights into 
Islamic banks about improving their mobile banking services’ 
quality to gain more satisfied customers, which benefited their 
financial and non-financial performances.  

Originality – This study specifically involved users of Islamic 
mobile banking from five Islamic banks, received the Top Brand 
Award in 2019. Therefore, this study provides significant guidelines 
for the rest of the Islamic banks in Indonesia to improve their 
customer satisfaction using mobile banking by referring to the Top 
5 Brand Award. 

 

Introduction 

Financial technology (FinTech) in Indonesia is growing rapidly (Darmansyah et al., 2020). With 
the world’s largest Muslim population, Indonesia is becoming the most attractive country to 
utilize the prospect of Islamic FinTech. Pollari and Ruddenklau (2018) reported that there are 
about 167 FinTech companies with an investment of US$182.3m in Indonesia. Besides, 
Indonesia, the fourth-largest population globally dominated by generations Y and Z, is a great 
potential market to use financial digitalization (Bank Indonesia, 2019). Aulia et al. (2020) stated 
that technology would help the financial services industry increase their performances by 
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reaching a wider community. Among the developments in FinTech, the most rapid growth is in 
mobile banking (m-banking) (Siyal et al., 2019).  

M-banking is a self-service facility-service which improves customers’ efficiency, 
convenience, and mobility in accessing bank services from their mobile devices at any time so 
long as they are wisely connected to the internet, without the presence of bank employees or 
fixed machines (Asmy et al., 2018; Baabdullah et al., 2019; Shankar and Rishi, 2020). Customers 
may access banks’ financial services through m-banking such as checking account balances, 
account transfers, and paying bills (Sahoo, 2017). This technological development enables banks 
to satisfy customers with secure solutions through m-banking (Tam and Oliveira, 2015).  

Recently, both conventional and Islamic m-banking have been popular among the public 
because m-banking offers benefits for the customer and banks, including reduced operational 
costs and increased time effectiveness (Alkhowaiter, 2020). Further, smartphone penetration has 
prompted bank customers' behavior changes to intensively use m-banking for their transactions 
(Fall et al., 2020). Bank Indonesia (2019) reports that 133% and 56% of the Indonesian 
population use mobile phones and are connected to the internet, respectively. These data are 
slightly higher than the world mobile subscription. The report also reveals that 51% of the 
Indonesian population are unbanked, which has become an enormous market potential. 

Consequently, the above phenomenon forms an intense competition among Islamic bank 
institutions (Suhartanto et al., 2019), and changes customers’ points of view of service quality 
presented by banks (Son et al., 2019). Moreover, Saptasari & Aji (2020) discovered that perceived 
quality play a prominent role in shaping customer satisfaction towards Islamic bank in Indonesia. 
Thus, a study of customers’ satisfaction with m-banking is urgently needed. Numerous studies, 
such as Zameer et al. (2015) in Pakistan, Sampaio et al. (2015) in India, Brazil, and United States, 
Mohammadi (2015) and Hamidi and Safareeyeh (2019) in Iran, Ofori et al. (2017) and Asiamah et 
al. (2019) in Ghana; Mbama and Ezepue (2018) in the United Kingdom; Ramadan and Aita 
(2018) and Baabdullah et al. (2019) in Saudi Arabia, Foroughi et al. (2019) in Malaysia, Shankar 
and Rishi (2020) and Arora and Sandhu (2018) in India, Mostafa (2020) in Egypt and Fall et al. 
(2020) in sub-Saharan Africa have been done. 

Existing studies have widely discussed customers’ satisfaction with m-banking. These 
studies reveal that mobile banking service quality has a significant relationship with customer 
satisfaction. Baabdullah et al. (2019) explain that analyzing the factors determining mobile 
banking use or, specifically, the impact of mobile banking service quality on customer satisfaction 
is necessary both at the individual and society level because the results could reduce ‘billions’ in 
charges. It is essential to understand customers’ needs and find customers’ desires for a product 
or service that exceeds customer expectations (Hamidi and Safareeyeh, 2019). Customers will be 
satisfied with the services provided when they feel that the service is suitable for their needs and 
expectations.  

A study conducted by Hellier et al. (2003) explained that six core concepts regarding the 
measurement of customer satisfaction includes overall customer satisfaction, dimensions of 
pleasure, confirmation of expectations, repurchase interest, willingness to recommend, and 
consumer dissatisfaction. Specifically, Islamic banking should provide these six core concepts and 
include Sharia compliance assurance. Thus, Islamic banking plays a vital role in providing financial 
access based on Islamic principles (Zarrouk et al., 2016) for individuals and industries who do not 
use conventional banks that do not meet their spiritual needs (Imam & Kpodar, 2016). 

This study differs from previous studies in focusing on Islamic mobile banking in 
Indonesia, specifically on the top five brand index in the banking and finance category, in 
particular for Islamic banking subcategory (Top Brand Award, 2020b). The Top Brand Award 
has three particular parameters: First, Top of Mind awareness (the first bank mentioned by 
respondents when a financial institution is specified); Second, the Last Usage is the last bank used 
by respondents in one re-use cycle; and Third, Future Intention is the bank which respondents 
intend to use in the future (Top Brand Award, 2020a). The three metrics are used to get the Top 
Brand Index (TBI) by calculating each parameter's weighted average. The three appropriate 
indices reflect customer behavior to their bank. From the TBI results, the Top 5 Brand is 
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awarded to Bank Rakyat Indonesia (BRI) Syariah, Bank Syariah Mandiri (BSM), Bank Negara 
Indonesia (BNI) Syariah, Bank Central Asia (BCA) Syariah, and Bank Muamalat. 

Based on previous data and descriptions, this study is conducted to investigate the 
influential factors of the multidimensional concept of mobile banking service quality (enjoyment, 
security, ease, design, and application system) on Islamic banks’ customer satisfaction in Indonesia. 
 

Literature Review and Hypothesis Development 

Convenience Dimension 

The study conducted by Pinho and Soares (2011) defined perceived convenience as the extent to 
which the use of a specific technology, in particular Islamic m-Banking, is considered enjoyable 
for daily economic activities. The study conducted by Akram et al. (2020) found that the 
determinant of customer loyalty when a customer enjoys using Islamic mobile banking is a 
reflection of the convenience dimension. It affects their life-cycle, such as buying goods, 
receiving money, and investments; thus, customers will be loyal to the product because they feel 
satisfied. The point of that relationship is an essential part of satisfying, and how to obtain that 
feeling is enjoyment. M-banking may trigger satisfaction through pleasurable and experiential 
value resulted from using a mobile device to access banking services (Mostafa, 2020). Shankar 
and Rishi (2020) showed that convenience is a factor that affects the Islamic bank customer's 
willingness to adopt online mobile banking. Convenience includes access to convenience and 
transaction convenience. Thus, increasing the adoption rate of m-banking caused by access and 
transaction convenience reflects customer satisfaction. Based on the above theoretical 
framework, the following hypothesis is proposed: 
H1: The convenience dimension significantly and positively influences customer satisfaction with 

Islamic banks in Indonesia. 
 
Security Dimension 

The study conducted by Esther et al. (2020) explains that the security aspect in a mobile banking 
service is a common problem for financial institutions because weak security can lead to high 
potential loss. The study demonstrates that 'security' in mobile banking services contains security 
tokens, anonymity, and authentication. Besides financial information, mobile banking includes 
customers' data, such as an address, phone number, family identity, and salary. To minimize data 
loss risk regarding personal information, most financial institutions use anonymity to keep 
customers' privacy (Esther et al., 2020). Privacy reflects the interaction between customer and 
mobile banking (Hong and Thong, 2013). Albashrawi and Motiwalla (2017) mentioned that 
customers' data security is the bank’s primary concern when customers interact with mobile 
banking activities. Customers' primary objective is to keep secret their data, money, and bank 
transactions rather than riskier hold cash; thus, customers are satisfied when their privacy is 
secure. Banks must maintain electronic data exchanges; studies from Iran mentioned that 
information security is a necessary part of a mobile banking system for bank customers 
(Safarpour, 2016). 

Privacy and security are associated with financial risk; both are primary concerns of 
customers' trust. Trust in the system reflects that they are satisfied with Islamic mobile banking 
(Lim et al., 2017). Evidence from Germany showed that data security in financial technology, 
including mobile banking, significantly affects customers' intentions and level of use of this 
technology; repeat usage implies customer satisfaction (Stewart and Jürjens, 2018b). Customers 
are more likely to trust a new service if adequate security is provided for their transaction data 
(Singh and Srivastava, 2020).  

Bahl & Wali (2014) explained that customer information security reflects the company 
service quality offered to customers. Logically, most customers prefer a high-quality product, 
such as the security dimension, which will increase their satisfaction in using that secure product. 
In the context of Islamic mobile banking, there are several differences from conventional banks, 
where, security should be embedded in the privacy data and following Sharia principles as well as 
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several Islamic deeds such as avoiding gharar and riba. Thus, it will lead to a higher level of 
customer satisfaction. With an excellent system security quality, customers feel safe in banking 
transactions (Mazaheri Asad et al., 2016). Based on this theoretical framework, the following 
hypothesis is proposed: 
H2: The security dimension significantly and positively influences customer satisfaction with 

Islamic banks in Indonesia. 
 
Ease-of-Use Dimension 

Foroughi et al. (2019) stated that mobile banking's continued use is affected by perceived ease of 
use; perceived use encourages customer self-efficacy. Self-efficacy refers to clients' abilities and 
skills that they are cognizant of after first-time use but before making a sensible decision about 
continuation. Vanessa (2015) defined perceived ease as the customer feels free of problems and 
worries when using technology. An ease of use of technology means that its operation and 
techniques are not complicated and they require minimum effort mentally and physically 
(Suhartanto et al., 2019). Based on the study conducted by Alkhowaiter (2020), the ease 
dimension is one-factor affecting customer satisfaction. Ease of use includes digital payment and 
banking methods, which most people use every day. Customer needs mobile banking to simplify 
their activities; if mobile banking can provide that easiness, it will increase customer satisfaction. 

Evidence from the Iran Islamic Bank showed that perceived ease of use is a significant 
factor for the bank to adopt mobile banking to improve customer satisfaction (Hanafizadeh et al., 
2014). In the context of Islamic bank in Indonesia, Kholid (2019) revealed that effort expectancy, 
which consists of four indicators including fair, easy to learn, understandable and easy to master, 
has significant and positive effect on the customer intention to use Islamic mobile banking. 
Additionally, in the context of Islamic bank, for customers it is made easy by features of Islamic 
mobile banking, namely, zakah, infaq, shadaqah, qurban, umrah, and hajj features that differentiate 
the Islamic product from conventional banks. As mentioned above, Indonesia’s Muslim 
population is high enough to accommodate religiosity in Islamic mobile banking, thus leading to 
Muslim customers’ satisfaction. From the theoretical framework above, the hypothesis is 
proposed as follows: 
H3: The ease-of-use dimension significantly and positively influences customer satisfaction with 

Islamic banks in Indonesia. 
 
Design Dimension 

Nowadays, m-banking for Islamic banks affects customers’ habits, based on the study conducted 
by Mohd Thas Thaker et al. (2019). They show that customers intend to continuously use mobile 
banking because of its convenience and customer service quality. One customer service quality is 
the design of the mobile banking application. Most mobile banking design is Augmented Reality 
(A.R.). Ginting et al. (2020) mention that A.R. integrates the tools of banking activities such as 
scanning for the nearest ATM and bank, automatic information of debit, and that customer 
services can improve customer satisfaction. Al-Otaibi et al. (2018), in their study, stated that  
information quality and interface design are two main factors affecting customer satisfaction with 
Islamic banks in the UK and Saudi Arabia. The interface design is how mobile banking provides 
useful information in an understandable design.  

Evidence from Germany is that interface design is one of three major factors that 
encourage banks and customers to adopt financial technology, including mobile banking (Stewart 
and Jürjens, 2018a). A friendly interface design may prompt users to use Islamic mobile banking. 
The design can escalate customers’ satisfaction because they feel entertained with an attractive 
design (e.g., colorful) and increase the level of continued use. The aesthetic design of mobile 
platforms, including mobile banking, can attract consumers to the technology, thus increasing 
interaction between the user and the technology (Arcand et al., 2017a). The feeling of happiness, 
continued use, and a sense of interest will lead to a higher customer satisfaction. Based on the 
literature framework above, the hypothesis is proposed as follows: 
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H4: The design dimension significantly and positively influences customer satisfaction with 
Islamic banks in Indonesia. 

 
Application System Dimension 

Based on prior studies, a mobile banking system consists of three coherent technologies namely 
network technology, website technology, and mobile phone technology (Masrek et al., 2014). 
Optimization of those three aspects can increase customer trust in using Islamic mobile banking 
and increase customer satisfaction. Koo and Wati (2010) stated that a variable quality system 
influences trust and trust influences customer satisfaction. A better application system provides 
reliable information to customers, such as cash outflow, historical transactions, and the current 
balance. Reliable information derived by customers will improve their satisfaction. The study 
conducted by  Asad et al. (2016) defined that the application system dimension, particularly 
system navigability, be characterized by ease and speed of navigation, which means the system 
allows users to go where they want to go, e.g., the nearest bank branch. The second feature is an 
efficient search engine, which means customers can easily find what they search for in simple 
words. The third feature is a sufficient number of working links. One of the most used systems in 
mobile banking is a dynamic system. Octabriyantiningtyas et al. (2019) defined a dynamic system 
as one with fields to understand how things change all the time. Particularly in an Islamic mobile 
banking system, the system can provide time, prayer, budget information, current gold value, and 
other things that are updatable all the time. 

The m-banking system implies that it provides net benefits and data integrity for 
customers, which may significantly affect customer satisfaction (Motiwalla et al., 2019). A better 
application system will increase usage by customers because they receive benefits, excellent 
service quality, and data security in banking activities; customer satisfaction is thus higher 
(Sharma and Sharma, 2019). Because of that impact, Hamidi and Safareeyeh (2019) analyzed the 
management’s response. Management usually uses Customer Relationship Management (CRM) 
to investigate customer satisfaction regarding the m-banking application system by knowing the 
actual use, transaction activities, the total time spent on m-banking system, and other aspects. 
According to that study of e-bank in Iran, the usefulness of banking application system is one 
factor that can increase customer satisfaction. Based on the theoretical framework above, the 
hypothesis is: 
H5: The application system dimension significantly and positively influences customer 

satisfaction with Islamic Bank in Indonesia. 
   

Research Methods 

A standardized self-administered questionnaire was developed, based on an extensive previous 
literature review of prior studies, and all the variables were adopted from existing research. This 
study conducted pilot testing to re-assure the validity of the measurement variable which used in 
this research. Moreover, this study uses convenience sampling, which led based on the respondents' 
easiness and accessibility (Raza et al., 2020). The investigation has resulted in 119 respondents. This 
study's sample consists of 100 respondents who at least had ever made one financial transaction 
using selected Islamic mobile banking. All respondents had used Islamic mobile banking with one 
of the Top 5 Brand Award (BNI Syariah, BRI Syariah, BCA Syariah, BSM, Bank Muamalat). 
Moreover, 19 respondents were excluded because they did not meet the study criteria.  

The respondent of this study has met the minimum sample size estimation based on Hair 
et al. (2011) method which well-known as “10 times-rule”. This method requires the sample 
should be 10 times the greatest number of formative indicators used to measure a construct (Hair 
et al., 2011) or greater than the maximum number of inner or outer model links at any latent 
variable in the model multiplied by 10 (Goodhue et al., 2018). This study consists of five inner 
model links and each of them measured by three reflective indicators (outer model), thus the 
sample size of this study should be more than 50. Therefore, in this study, we used 100 
respondents which fulfilled the sample criteria.  
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The online survey was carried out in December 2019 and distributed online via social 
media, which can reach shariah banks' customers all over Indonesia. The research tool was 
constructed on a five-point Likert scale varying between strongly disagree (1) and strongly agree 
(5). The questionnaire has two components: the respondent's demographics and the respondent's 
assessment of the Islamic mobile banking variable indicators. The second component comprised 
of five independent variables and one dependent variable is presented in Table 1. 

 
Table 1. Variable Measurements 

Variable Indicator Source 

X1: 
Convenience 
Dimension 

X1.1:  Islamic m-banking application is entertaining to use. Shankar and Rishi 
(2020)  X1.2:  Islamic m-banking application is very convenient to use. 

X1.3:  Islamic m-banking application is very entertaining to use. 
X2: Security 
Dimension 

X2.1:  My personal information is protected. Arcand et al. 
(2017) and Raza et 
al. (2020) 

X2.2: Islamic m-banking application provides security when 
making transaction. 

X2.3:  Confidentiality is guaranteed when using Islamic m-banking 
application. 

X3: Ease 
Dimension 

X3.1:  Islamic m-banking application can be accessed everywhere 
and anytime. 

Zhou, Lu and 
Wang (2010) 

X3.2:  Islamic m-banking application makes my banking activities 
easier. 

X3.3:  Transactions using Islamic m-banking application are on 
time. 

X4: Design X4.1:  The design of Islamic m-banking application is exciting. Arcand et al. 
(2017) X4.2:  The design of Islamic m-banking application design is very 

creative. 
X4.3:  Display of banking services in Islamic m-banking 

application is attractive. 

X5: 
Application 
System 

X5.1:  Islamic m-banking application can be accessed quickly. Raza et al. (2020) 
X5.2:  Transfer of accounts can be done quickly on Islamic m-

banking application. 
X5.3:  Islamic m-banking is user-friendly. 

Y: Customer 
Satisfaction 

Y1:  I feel satisfied when using Islamic m-banking application. Baabdullah et al. 
(2019) Y2:  I am satisfied with all the services available in the Islamic 

m-banking application. 
Y3:  Islamic m-banking application is in accordance with my 

expectations. 

 
This study uses Partial Least Squares (PLS) for structural question modeling. PLS can 

assist researchers in investigating relationships among the variables they observe (Rigdon et al., 
2010). As PLS analysis can process the data from any scale, it is suitable for weak theoretical 
foundation models and does not require an assumption of normality in the data. Structural 
Equation Modeling (SEM) is the analytical method used to test the hypotheses. PLS-SEM is the 
most common method for analyzing social science issues. PLS-SEM experienced an increasing 
dissemination in a vast field. Recent method analysis has extended PLS-SEM methodological 
approach to accommodate additional complicated models and handle knowledge inadequacies 
like heterogeneity (Joe et al., 2014). PLS examines two models, the outer and inner models, to 
determine the result of this study. 
 

Results and Discussion 

Respondents’ Demographic 

The demographic characteristics of the respondents are given in Table 2. The samples are 100 
respondents, the majority (65%) is female, and the rest 35% is male. In terms of age distribution, 
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the dominant group was under 24 years old (66%), this indicates that the result represents the 
perception of younger people (Sen et al., 2020). Additionally, the rest were either between 25 – 29 
years old (25%) or 40 – 58 years old (8%).  
 

Table 2. Demographic Characteristics of the Respondents 

Characteristics Category Frequency Percentage 

Gender 
  

Male 35 35% 

Female 65 65% 

Age 

  

   

Under 24 years old 66 66% 
25 - 39 years old 25 25% 
40 - 58 years old 8 8% 
Over 59 years old 1 1% 

Occupation Government Employees 19 19% 
Small Business 6 6% 
Research Assistant 2 2% 
Private Employees 35 35% 
Honorary staff 2 2% 
Student 30 30% 
Employees of State-Owned Enterprises 1 1% 
Security 1 1% 

Income  Less than Rp. 2.500.000 42 42% 
Rp. 2.500.001 – Rp. 5.000.000 27 27% 
Rp. 5.000.001 – Rp. 10.000.000 22 22% 
More than Rp. 10.000.001 9 9% 

What Mobile Banking You 
Have Used? 

BNI Syariah 45 45% 
BRI Syariah 7 7% 
BCA Syariah 2 3% 
BSM 38 38% 
Bank Muamalat 8 8% 

Experience of Using Mobile 
Banking 

Less than 1 year 20 20% 
1 – 2 years 31 31% 
3 – 4 years 24 24% 
More than 4 Years  25 25% 

How Many Times You 
Access Your Mobile 
Banking? 

Not Everyday 79 79% 
1 – 3 Times/Day 15 15% 
4 – 6 Times/Day 4 4% 
More than 6 Times/Day  2 2% 

What Kind of the 
Transaction that You Use 
Intensively? 

Transfer 58 58% 
Payment 17 17% 
Purchase 14 14% 
Balance Check  11 11% 

The Reason Why You Use 
Mobile Banking? 

Accessible Anytime – Anywhere 72/100 72/100% 
More Secure (Safety) 31/100 31/100% 

=Faster - Convenience 73/100 73/100% 

Advanced Technology 28/100 28/100% 

Source: (Data Processing) 

  
Moreover, Table 1 reported that there is one respondent who is more than 59 years old. This 
result is in line with a previous study conducted by Mohd Thas Thaker et al. (2020), which stated 
that youngsters become potential customers in using Islamic bank's products because they 
actively engage in social media. 

In the context of occupation, we can confirm that the respondents come from a varied 
profession, which indicates that all society levels are using Islamic mobile banking. The table 
demonstrated that private employee is the most common occupation accounted for 35%, 
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followed by student (30%) and government employees (19%). The rest of the respondents were 
the owner of small business (6%), research assistant (2%), honorary staff (2%), housewives (4%), 
employee of State-Owned Enterprises (1%), and security (1%).  

Moreover, respondents’ monthly income is categorized into four levels. Table 2 shows 
that the great majority of the respondents earn under Rp. 2.500.000 (66%), 27% respondent 
monthly income was Rp. 2.500.001 – 5.000.000, 22% respondent earn Rp. 5.000.001 – Rp. 
10.000.000, and 9% of respondents earn more than Rp. 10.000.000. As seen from the 
demographic point, the respondent used in this research was dominated by BNI Shariah’s 
customers, which is almost a half of the respondents (45%), followed by BSM’s customers (38%). 
In comparison, the rest of the respondents are the customers of Bank Muamalat (8%), BRI 
Syariah (7%), and BCA Syariah (2%).  

In terms of how long they used mobile banking, 31% used mobile banking between 1 – 2 
years, 25% of the respondent experience of using mobile banking for more than four years, 24% 
of the respondent has experienced mobile banking between 3 – 4 years, and 20% respondent 
used less than 1-year mobile banking. Moreover, 79% of the respondents declared that mobile 
banking does not become their daily routine as can be seen from table 1 where they do not access 
their mobile banking every day. 15%, 4%, and 2% of respondents accessed mobile banking 1–3 
times, 4-6 times, and more than 6 days in a day, respectively.  
  Referring to table 2, more than half of the respondents (58%) answered they intensively 
utilize their mobile banking for transfer transactions purposes. While payment transaction is 
intensively used by 17% of respondents, 14% stated that they usually used mobile banking for 
purchase, and 11% were usually used for balance check transactions. The most prominent reason 
that triggered the respondent to use mobile banking is due toa better service in terms of time, 
convenience and accessibility. This result indicates that respondents selected those reasons about 
73/100 and 72/100, respectively. At the same time, safety and advanced technology become the 
third (31/100) and fourth (28/100) reason why the respondents use Islamic mobile banking.  
 
Measurement Model 

Goodness-of-fit is a method to test whether the aggregate data are close to the mean. The 
goodness-of-fit result is presented in Table 3. 
 

Table 3. Goodness-of-Fit of the Factors 

Measurement  Result Model Requirement Test Decision 

CMIN/DF 2.883 CMIN/DF < 2.00 is a good fit not a good fit 

PGFI 0.526 0 ≤ PGFI ≤ 1 PGFI higher, the better. - 

GFI 0.692 
GFI ≥ 0.90 is good fit 

0.80 ≤ GFI ≤ 0.90 is marginal fit 
not a good fit 

RMSEA 0.138 
RMSEA < 0.08 is good fit 
RMSEA < 0.05 is close fit 

not a good fit 

NFI 0.707 
NFI > 0.90 is good fit 

0.80 ≤ NFI ≤ 0.90 is marginal fit 
not a good fit 

CFI 0.783 
CFI > 0.90 is good fit 

0.80 ≤ CFI ≤ 0.90 is marginal fit 
not a good fit 

Source: (Data processing) 

 
The first measurement uses degrees of freedom (DF). Data have a good fit if DF less 

than 2 (Foroughi et al., 2019). Table 3 shows that the result is 2,883, which is not a good fit. The 
second indicator is the Parsimony Goodness of Fit Index (PGFI). Parsimony conformity is 
measured as a correction from GFI (Schermelleh-Engel et al., 2003). Its expected value is greater 
than 0.90 (Chauhan et al., 2019). The GFI indicates the representation level between the sample 
covariance matrix and the estimated population covariance matrix (Moliner et al., 2018). In 
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general, the diversity in the sample is appropriate to or repressive with differences in the 
population.  

Based on table 3, GFI's boundary is 0.8 to 0.9 to be considered a marginal fit, but the 
result is 0.692. Therefore, there is not a good fit for the research model to the observed data. 
Root Mean Square Error of Approximation (RMSEA) is the mean root square approximation of 
the error. It is expected that a low value is approximately equal to 0.08 (Zhou, 2011). The result 
here is 0.138, which is more than 0.08; thus, it is not a good fit. The Normed Fit Index (NFI) is a 
measure of a model suitability on a comparative basis with a baseline or null model (Shankar and 
Rishi, 2020). The null model is generally a model stated that the estimated model variables are not 
interconnected. Its expected high value is greater than 0.90. The result is 0.707, which is not a 
good fit for the population. The Comparative Fit Index (CFI) measures a comparative-based 
model's compatibility with a null model (Mbama and Ezepue, 2018). Its expected high value is 
more significant than 0.90. The result of CFI is 0.783, which is less than 0.90. Therefore, the 
model is not a good fit. Thus, it requires a modification model as portrayed in Table 4. 
 

Table 4. The Goodness-of-fit Results of the Modified Model 

Fit-Measurement Result Model Requirement Test Decision 

CMIN/DF 1.600 CMIN/DF < 2.00 is good fit good fit 

PGFI 0.562 
0 ≤ PGFI ≤ 1 

PGFI higher, better. 
marginal fit 

GFI 0.835 
GFI ≥ 0.90 is good fit 

0,80 ≤ GFI ≤ 0.90 is marginal fit 
marginal fit 

RMSEA 0.078 
RMSEA < 0.08 is good fit 
RMSEA < 0.05 is close fit 

good fit 

NFI 0.856 
NFI > 0.90 is good fit 

0.80 ≤ NFI ≤ 0.90 is marginal fit 
marginal fit 

CFI 0.939 
CFI > 0.90 is good fit 

0.80 ≤ CFI ≤ 0.90 is marginal fit 
good fit 

Source: (Data processing) 

 
From Table 4, we confirm that the DF values are lower than the maximum value (1.6 < 

2). The PGFI value is 0.562, which is no improvement on the first model. However, as 
mentioned by Schermelleh-Engel et al. (2003), the range of values for PGFI is from zero (no fit) 
to one (perfect fit); thus, we may conclude that this model is marginally good. The value of GFI 
is 0.835, which is between the suggested boundary values. The RMSEA value of 0.078 is less than 
0.08, which indicates a good fit. The NFI value is 0.856, which indicates that the variables in the 
estimated model are not interconnected. Finally, the CFI value is 0.939, which higher than the 
expected value. As a result, the revised model has a good level of fit. 

 
Tests of Validity and Reliability  

Hair et al. (2011) states that the recommended composite reliability values is between 0.60 to 0.70 
in exploratory research. Additionally, Hair et al. (2010) declared that factor loading should be 
more than 0.6 and average variance extracted (AVE) is higher than 0.5. In details, Chin (1998) in 
Abd-El-Fattah & Fakhroo (2012) explained that the loadings factor minimum value depends on 
the research subject, and 0.5 can be accepted. Table 5 described that two loading factors are 
above the cut-off value (0.50) based on Chin (1998) recommendation and 16 loading factors are 
between 0.6 – 0.7 which met the minimum value suggested by Hair et al. (2011) and Hair et al. 
(2010). 

The result in Table 5 also showed that validity test is met as AVE is higher than 0.5. 
Moreover, the recommended CR and Cronbach’s alpha values to support convergent validity are 
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higher than 0.7 (Tenenhaus et al., 2005). The reliability and construct reliability (CR) also show 
good results because all Cronbach's alpha values are above 0.60, and the CRs are above 0.70 (cut-
off value). Thus, this result indicates all the discriminant validity requirements have been satisfied.  

 
Table 5. The Validity and Reliability Measurements for All Constructs 

Item Factor Loading CR AVE Cronbach’s Alpha 

X1.1 0.818 0.755 0.513 0.699 
X1.2 0.753    
X1.3 0.551    
X2.1 0.853 0.903 0.755 0.909 
X2.2 0.869    
X2.3 0.885    
X3.1 0.745 0.797 0.577 0.787 
X3.2 0.932    
X3.3 0.555    
X4.1 0.795 0.908 0.769 0.913 
X4.2 0.837    
X4.3 0.987    
X5.1 0.646 0.747 0.501 0.764 
X5.2 0.839    
X5.3 0.619    
Y1 0.752 0.826 0.614 0.870 
Y2 0.799    
Y3 0.798    

Source: (Data processing) 

 
Hypothesis Testing 

From the hypotheses presented in Table 6, the study finds that the convenience (X1), security 
(X2), design dimensions (X4), and the application system (X5) have a significant influence on 
customer satisfaction in using Islamic mobile banking. However, the ease-of-use dimension (X3) 
has no significant impact on customer satisfaction.  
 

Table 6. The Relationship Paths among the Constructs 

Hypothesized Path Estimate C.R. P Result 

H1: Convenience Dimension → Customer Satisfaction 0.290 2.658 0.008*** Supported 

H2: Security Dimension → Customer Satisfaction 0.123 1.874 0.061* Supported 

H3: Ease of Use Dimension → Customer Satisfaction -0.148 -0.977 0.329 Not Supported 

H4: Design Dimension → Customer Satisfaction  0.165 2.333 0.020** Supported 

H5: Application System Dimension → Customer 
Satisfaction 

0.534 3.405 0.001*** Supported 

Note: ***, **, and * denote two-tail statistical significance at 1%, 5%, and 10%, respectively. 
Source: (Data processing) 

 
First, this study examines the relationship between convenience and customer satisfaction 

(H1). Table 6 shows that the convenience dimension becomes a significant key factor influencing 
customer satisfaction in using Islamic mobile banking. This result proved by the probability value 
of convenience dimension is lower than α 1% (0.008 < 0.01). This result indicates that 
improvement in the m-banking convenience dimension will increase customer satisfaction 
significantly. This result agrees with Akram et al. (2020) which revealed that if the customers 
enjoy using mobile banking, it improves their satisfaction. Similarly, Kaura (2013) claimed that 
service convenience plays a vital role in boosting customer satisfaction with banking..  

Shankar and Rishi (2020) explained that convenience, which includes access, transaction, 
and possession, has a significant impact on the intention to adopt mobile banking. The study 
shows that an intention to adopt mobile banking indicates that customers are satisfied with 
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banks' service convenience. Furthermore, Alalwan et al. (2017) stated that when a bank offers a 
convenient, easy, and effortless service in m-banking, it is effectively increasing the satisfaction 
level. Additionally, Fianto et al. (2020) explained that Islamic banking should provide not only 
competitive returns but also have to assure that their products and services fulfilled the Shariah 
compliance in order to increase their customer satisfaction. The result of this study indicates that 
m-banking provided by the top five Islamic banks in Indonesia has met customers’ expectations 
of convenience, both financially and spiritually. 

Second, H2 test the impact of the security dimension on customer satisfaction. This study 
reveals that the security dimension is supported as a determining factor in customer satisfaction. 
Table 6 shows that the estimate value is 0.123 and the probability is lower than α 10% (0.061 < 
0.1). Consequently, this study indicates that the security dimension is significant and positively 
affects customer satisfaction. This result inline with several prior studies, including Lim et al. 
(2017) and Ofori et al. (2017) which explained that banks should protect the customer’s 
transaction information, money, and personal information to promote customer satisfaction. 
Moreover, Haider et al. (2018) confirmed that security is a crucial factor impacting the adoption 
of Islamic m-banking across genders. Additionally, Giovanis et al. (2019) and Shareef et al. (2018) 
portrayed that mobile banking security is the most significant factor influencing customer trust, 
reflecting the level of customer satisfaction. They explained that security is positively related to 
technological issues while transferring money and paying bills via mobile banking. The most 
recent study conducted by Alkhowaiter (2020) discovered that security was the best predictor 
affecting digital payment and banking adoption in GCC countries. Customers’ adoption of m-
banking suggests they are satisfied with the bank's security service quality. 

Asmy et al. (2019) argued that Islamic bank security had become the most notable factor. 
Islamic m-banking users’ security expectations have transformed to become the primary need in a 
financial services platform. In Islamic banking, it is similar to conventional banking for the 
security dimension with privacy and transaction maintenance. Still, there is also security in the 
Islamic scheme, Islamic financial transactions, and profit-sharing. If Islamic mobile banking 
provides a secure service, customers will not worry about their financial transactions and data 
privacy. Finally, it will lead to increased satisfaction. From the results, respondents were more 
satisfied if Islamic mobile banking provides a high level of security.  

This study tests the correlation between the design dimension and customer satisfaction 
(H4). The design dimension has a significant impact on affecting customers’ attention through a 
friendly, catchy interface. The factor’s estimated value is 0.165 with a probability value lower than 
α 5% (0.02 < 0.005). From this data, we can confirm that an attractive design has a positive and 
significant impact on customer satisfaction. Previous studies such as Al-Otaibi et al. (2018) and 
Raza et al. (2020) explained that when the design of m-banking is highly aesthetic and well-
organized, it enhances customer satisfaction. Furthermore, Mbama and Ezepue (2018) suggested 
that bank managers should pay more attention to a service quality that creates convenience for 
their customers because it plays an essential role in affecting customer satisfaction. In a broader 
context, Sampaio et al. (2015) found that, in Brazil, India, and the USA, the convenience of using 
mobile banking has directly affected customer satisfaction. 

In the Islamic bank context, the interface design of Islamic m-banking can provide an 
interface with Islamic nuances which can attract Muslim customers. The first impression of a 
customer regarding Islamic mobile banking occurs when they first open the application. If the 
Islamic bank can provide a better interface design, customers will be more satisfied. Nowadays, 
the younger generation uses mobile banking; those customers prefer mobile banking with a 
friendly design. Thus, interface design has a significant positive effect on customer satisfaction.  

This study tests the application system's influence on customer satisfaction for the top 
five Indonesian Islamic banks (H5). This study finds that the application system is the most 
significant factor in influencing customer satisfaction. The factor has an estimated value of 0.534 
and a probability of less than α 1% (0.001 < 0.01). This result is supported by Motiwalla et al. 
(2019) who revealed that, in Islamic banking, an excellent application system provides reliable 
information, and data integrity will improve the customer's satisfaction. The reason is the better, 
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more effective the application system leads to the perceived usefulness. Mostafa (2020) shows 
that when a bank develops a quality application system, avoids system crashes, and offers 
technical support, customers are more satisfied. The application system is at the core of Islamic 
mobile banking. This aspect contains system navigability, network technology, and more features 
that can increase the application's use. A useful feature for Islamic banks is to assist Muslim 
customers in zakat calculation, scheduled infaq and prayers. Such functional technology can 
quickly assist customers in their financial activities. These features will lead to higher satisfaction 
in an Islamic bank’s customers.  

Table 6 confirms that the ease-of-use variable does not significantly affect satisfaction in 
using Islamic mobile banking (H3). This result reflected by the probability value is higher than 
alpha. In contrast, Albashrawi and Motiwalla (2019) and Alkhowaiter (2020) discovered that ease 
of use improves customer satisfaction. In those studies, ease of use is relevant to traditional 
customers who know the technology, so they prefer to use mobile banking as their financial 

assistant. Conversely, table 6 agrees with Shan‐Chun et al. (2003) which stated that modern 
customers have high technology useability. They need a more useful and faster facility, not only 
easy-to-use facility because modern customers are already smart with gadgets. Evidence from 
Indonesia, Suhartanto et al. (2019) proved that perceived ease-of-use, perceived usefulness, and 
religiosity explain 27.4% of user satisfaction variance, which implies that perceived ease-of-use is 
not crucial in customer satisfaction. Similarly, Riyanto (2020) examines the impact of ease of use 
of Islamic mobile banking, which includes time, place, and transaction towards customer’s need. 
This study discovered that Islamic m-banking in Indonesia still does not accommodate several 
transactions, such as did not support electronic bills. Therefore, the ease of use does not 
accommodate the customer's needs, which affects the customer's satisfaction. 

 

Conclusion  

This study assessed the relationship of Islamic mobile banking service quality, represented by five 
dimensions: convenience, security, ease of use, application design, and application system, 
towards customer satisfaction in Indonesia. By applying the PLS-SEM approach and involving 
100 respondents who are users from Top 5 Brand Award of Islamic mobile banking, this study 
reported that convenience, security, interface design, and application system of Islamic mobile 
banking play a significant role in shaping customer satisfaction. In contrast, the ease of use is 
found to have an insignificant impact on affecting customer satisfaction. 

Based on the results, this study shows that the application system dimension is the most 
significant factor affecting customer satisfaction in the Islamic banking awarded Top 5 Brand. 
Thus, this study suggests that Indonesian Islamic banks should offer better mobile banking 
quality by improving the applications' effectiveness. Moreover, a friendly interface design, a 
secure and convenient mobile banking application should be well-prepared to maintain and build 
strong relations with their customer and potential customer by improving their satisfaction.  

This study contributes to academic literature in developing Islamic mobile banking 
services relating to four aspects suggested in this study. However, this study is limited to the 
sample of five top Islamic banks’ customers in Indonesia with 100 respondents. Thus, the result 
of this study cannot be generalized to other countries. This study suggests that further research 
obtains a broader respondent to provide a comprehensive result representing a general condition 
of customer satisfaction toward Islamic mobile banking. Moreover, further research can add and 
modify the variables that may affect customer satisfaction to give better recommendations to 
strengthen the Islamic mobile banking technology, such as perceived financial cost and perceived 
risk factor, to improve customer satisfaction determinants. 
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