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Abstract  

The increasing adoption of mobile banking has also changed the interaction of customers with financial institutions 
in Indonesia. The effect of marketing elements on product acquisition is still uncertain. This study is an analysis of 
the relationship between the variables of perceived usefulness, perceived ease of use, trust, customer engagement 
and product acquisition in the use of mobile banking at KBMI 4 Banks in Indonesia namely Bank Mandiri, Bank 
Negara Indonesia, and Bank Rakyat Indonesia, using the Technology Acceptance Model (TAM) and Customer 
Engagement Theory. A quantitative approach was adopted and hypotheses were tested by means of a survey of 200 
active mobile banking users analyzed by using partial least squares structural equation modeling (PLS-SEM). The 
PLS-SEM was carried out using SmartPLS 4. The results indicate that mobile banking engagement has an indirect 
effect to product acquisition, with perceived usefulness and trust as significant mediators between engagement and 
acquisition behavior. Perceived ease of use, on the other hand, does not play a significant part in this process, pointing 
to the fact that the ease of use of the interface has become a standard expectation, and not a key consideration when 
deciding upon purchasing. The TAM model is expanded to capture the idea of digital banking innovation, optimizing 
mobile banking as an effective channel for product acquisition. 
 
Keywords: customer engagement, mobile banking, PLS-SEM, product acquisition, technology acceptance model 
 
INTRODUCTION  

The banking sector in Indonesia has become one of the fastest-changing areas in the financial industry in 
Southeast Asia, with 91 commercial banks currently running in the country with more than 270 million inhabitants 
(Qomariyah & Priandoyo, 2023). This landscape has changed with the advent of digitalization, which has been 
accelerated by the COVID-19 pandemic, and has accelerated the adoption of digital payment (Sebayang et al., 2024). 
The innovation in payments including mobile banking has been seen as having the potential to offer banking and 
electronic transaction services to the unbanked customers, particularly in markets that are still maturing and 
developing (Ahlstrom et al., 2020).  The transformation takes place in a regulatory framework that is managed by 
the Financial Services Authority (OJK) where it has issued POJK 12/POJK.03/2018 concerning Digital Banking 
Services and entering the digital banking era (OJK, 2018). Mobile banking is now used by banks to provide services 
like payment, transfer, bill payment, e-wallet top-up, investment, and balance inquiry.  

The new-normal business environment has also allowed the unbanked to skip other traditional channels of 
banking, and move directly to mobile banking. Digital transformation has changed the way financial institutions 
interact with their customers, develop products, and implement marketing strategies (R. Ranjan, 2024). Over the past 
several years, this percentage grew significantly from 57% in 2017 to 78%, which has made it imperative for banks 
to continuously strive to improve their service delivery through digital channels while at the same time improving 
their cybersecurity infrastructure (Lydiana et al., 2025). It is a chance for banks to gain competitive advantage due 
to the changing consumer behaviour. However, as the banking and financial needs are varied in this digital era the 
banks need to have a marketing strategy to introduce their banking products to a potential customer. In the Indonesian 
banking industry, commercial banks are categorized under the BUKU System (Bank Umum Kelompok Usaha; 
English: Commercial Banks Based on Business Activities) based on their core capital. Bank classified as BUKU IV 
with core capital of at least IDR 30 trillion based on the regulation issued by Indonesia’s Financial Services Authority 
(OJK). The banks are allowed to engage in a range of financial activities both locally and globally (Otoritas Jasa 
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Keuangan, 2016). The banks identified by the Central Bank of Indonesia were transformed from their original 
categorization, namely BUKU III and BUKU IV, to the more recent classification developed by the Indonesia 
Financial Services Authority (OJK) named KBMI: KBMI 1 (core capital up to IDR 6 trillion), KBMI 2 (above IDR 
6 trillion up to IDR 14 trillion), KBMI 3 (above IDR 14 trillion up to IDR 70 trillion), and KBMI 4 (above IDR 70 
trillion) (Financial Services Authority 2021), broadly corresponding to former BUKU 1 through BUKU 4 tiers 
(Ischak et al., 2024). Indonesian state-owned banks such as Bank Mandiri, Bank Negara Indonesia (BNI), and Bank 
Rakyat Indonesia (BRI) are included in KBMI 4 category 

Customer Engagement Theory states that the more customers are emotionally and behaviorally engaged with 
a system, the more likely a transaction will occur (Brodie et al., 2011). In the banking industry, customer engagement 
could be viewed as the level of engagement customers have in banking services such as mobile banking (Jamshidi 
et al., 2018). According to the Technology Acceptance Model (TAM), the ease of use strongly affects the digital 
action of individuals (Davis et al., 1989) and has been supported in the banking sector, in which customers assess 
online services based on their functional benefits and simplicity of use (Howcroft et al., 2002; Pikkarainen et al., 
2004). 

Previous studies on the adoption of mobile banking mostly centered on customer experience, technology 
adoption, service quality and customer loyalty (Shaikh & Karjaluoto, 2015). However, few studies have taken mobile 
banking as a digital marketing channel that impacts customers' engagement and product acquisition activities, 
especially in the context of a state-owned bank (Lemon & Verhoef, 2016; Otopah et al., 2024). The key disconnect 
between the customer engagement in mobile banking apps and product purchases remains.  This study attempts to 
fill the gap by examining the role of mobile banking platforms as a digital marketing channel and how customers' 
interactions with push notifications, promotions, and gamification impact their product acquisition as mediated by 
Perceived Usefulness (PU), Perceived Ease of Use (PEOU), and Trust. 

The rest of this paper is organized as follows. First, this study discusses the development of mobile banking 
and its role as a digital marketing channel in the banking industry. Second, the relevant literature in the field of 
mobile banking, customer engagement, and theories of technology acceptance are reviewed. Thirdly, there is the 
research methodology and data collection process. Fourth, the study presents the empirical results on the association 
of the mobile banking engagement and product acquisition behavior. Lastly, the paper brings theoretical 
contributions, managerial implications, limitations and recommendations for future research. 
 
LITERATURE REVIEW  
Mobile Banking 

Since the rise of smartphone penetration, internet banking is gradually being changed by mobile banking 
which provides more advanced functionality with the help of apps. Users can log in and check their balance, make 
payments, transfer funds, update their financial details, apply for credit cards and loans and even deposit checks 
electronically. The key benefit is that these can be accessed anytime and anywhere (R. Ranjan, 2024). The mobile 
banking application allows customers to have more flexibility and easier access (Arif et al., 2016). They facilitate 
direct bank-to-customer communication and in some cases, even customer-to-customer communication, which 
enhances productivity and engagement for both banks and customers (Chawla & Joshi, 2019). 
 
Technology Acceptance Model in Mobile Banking 

The Technology Acceptance Model (TAM), developed by (Davis, 1989), is one of the basic models in 
understanding how people adopt and use technology. TAM adds two important constructs, Perceived Usefulness 
(PU) and Perceived Ease of Use (PEOU) which affect the intention of a user in using a technological system (Chin 
& Ahmad, 2015). In the context of mobile banking, PU is the perceived usefulness of the mobile banking application 
when making effective financial decision and PEOU represents how easy it is to use the mobile banking application. 

 
Customer Engagement in Mobile Banking 

Customer engagement theory is about the emotions, thoughts and actions that customers put into their 
relationship with a brand, service or digital platform. In this paper, engagement is conceptualized as a multi-
dimensional phenomenon, as per (Brodie et al., 2011), and includes usage frequency, interactive behaviors, attention 
and feedback loops. Engagement marketing strategies can support organizations to reduce operating expenses, 
stimulate product development that is focused on the customer, and enhance the quality of post-purchase services 
(Malthouse et al., 2013).  
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METHOD  
The formulated hypotheses were analyzed by a quantitative approach. The first step was to determine the 

gap of the study, which in this study was the problem of inconsistency of the use of mobile banking applications 
with customer purchasing of banking products in SOE KBMI 4 Banks. While many customers are frequent users of 
the applications, it is uncertain whether those features like gamification, push notifications or promotions actually 
motivate customers to buy banking products. This mismatch will be the foundation for the research goals.  

In this study two theories have been used, namely Customer Engagement Theory and the Technology 
Acceptance Model (TAM). These theories provide conceptual frameworks for understanding the factors that 
influence consumers' purchase intentions of financial products through mobile banking: attention, interest, trust, 
perceived usefulness and ease of use (Davis, 1989). The literature review (Sekaran & Bougie, 2019) further supports 
the identification of the important constructs and indicators which are in turn operationalized in the survey 
instrument. 

Next, variables to be studied had to be identified. The main independent variables are mobile banking 
engagement, defined as interactions with promotion, push notifications and gamification. The dependent construct 
is product acquisition (investment products, loans and savings). Three mediating constructs (derived from TAM and 
trust theory) are thought to strengthen or explain the connection between engagement and acquisition: perceived 
usefulness (PU), perceived ease of use (PEOU), and trust. The surveys were conducted in the main cities in Indonesia 
and online. 

Once the variables have been determined, the study moves on to the development of the hypothesis. Both 
direct and indirect hypotheses are formed to explore the relationships between the constructs. For example, it is 
assumed that mobile banking engagement has positive influence on product acquisition and that this impact is 
mediated by PU, PEOU and trust. A combined mediation influence is also proposed, where the three mediators 
interactively reinforce the relationship (Venkatesh & Davis, 2000). The Hypotheses development is as follows: 
 
H1: Mobile Banking Engagement (push notifications, promotions, gamification) positively influences customer 
product acquisition. 
H2: Perceived Usefulness (PU) mediates the relationship between mobile banking engagement and customer 
product acquisition. 
H3: Perceived Ease of Use (PEOU) mediates the relationship between mobile banking engagement and customer 
product acquisition. 
H4: Trust mediates the relationship between mobile banking engagement and customer product acquisition.  
H5: The combined mediators (PU, PEOU, and Trust) strengthen the relationship between mobile banking 
engagement and customer product acquisition 
 

 
Figure 1. Conceptual Framework of Mobile Banking Engagement and Customer Product Acquisition 

 
Data Collection and Analysis 

The primary data was obtained from a structured survey which was carried out to 200 respondents who are 
active mobile banking users of SOE KBMI 4 Banks (Bank Mandiri, BNI, and BRI). Among the 200 respondents, 99 
were male (49.5%), and 101 were female (50.5%). In total, the respondents are mostly focused on the 25-44 age 
group (82.5%). The second largest group are aged between 35 and 44 (22%) with the 45-54 age band coming in next 
with 20 (10%). In the meantime, 14 respondents (7%) are in the age group 18-24 years and 1 respondent (0.5%) is 
55 years and above. 

The questionnaire asked the participants to use a Likert scale from 1 to 7, with 1 being the least agreeable 
and 7 being the most agreeable (Lionello et al., 2021). The questionnaire items were adapted from perceived ease of 
use (Davis, 1989), perceived usefulness (Venkatesh & Davis, 2000), trust (Niklas Johannes et al., 2018), mobile 
banking engagement (Jasperson et al., 2005), and customer product acquisition (Lemon & Verhoef, 2016). 
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RESULTS AND DISCUSSION  
Validity and Reliability  

Before testing the hypotheses, validity and reliability tests were conducted to ensure the accuracy and 
consistency of the measurement model. The validity test was performed using convergent validity and discriminant 
validity. Convergent validity was assessed using the Average Variance Extracted (AVE), which should exceed 0.50. 
An AVE above 0.50 indicates that the construct explains more than half of the variance of its indicators (Hair et al., 
2019).  In this study, three criteria were implemented to evaluate discriminant validity, namely cross loadings, the 
Fornell–Larcker criterion, and the Heterotrait–Monotrait ratio (HTMT), with HTMT considered a more robust 
criterion (Hair et al., 2017).  According to the Fornell-Larcker procedure (Fornell & Larcker, 1981), the lowest value 
for the AVE was for the latent variable Mobile Banking Engagement (0.628), this value was higher than the minimum 
thresold of 0.5 (Chin, 2009). The AVE values were higher than the correlation coefficient between the given variables 
and all other variables. Therefore, the reflective model met the criteria for discriminant validity (Table 4). These 
values confirmed the model’s robustness and showed that it met all necessary conditions for successful evaluation 
(Hair et al., 2011)  

The discriminant validity was assessed using the cross-loadings criterion, where each indicator is expected 
to have a higher loading value on its intended construct compared to all other constructs in the model. Based on the 
cross loadings results presented in Table , all indicators in this study demonstrated loading values that were 
consistently higher on their respective construct in the model. These findings confirm that all indicators have 
successfully met the cross-loading criterion, indicating that discriminant validity has been sufficiently established 
across all constructs (Hair et al., 2017)  . As an alternative to the Fornell-Larcker criterion, the HTMT (Heterotrait-
Monotrait Ratio) method was proposed in 2015, offering a more robust approach (Henseler et al., 2015) . A maximum 
threshold of 0.85 (or equal to 0.90) is recommended (Henseler et al., 2015; Sarstedt et al., 2019). A value of less than 
0.90 is considered an indication of acceptable discriminant validity (Henseler et al., 2016). The results for this method 
are shown in Figure 2. 

Internal consistency reliability was evaluated using Cronbach’s Alpha and Composite Reliability (CR). 
Although Cronbach’s Alpha is widely used, Composite Reliability is preferred in PLS-SEM because it is calculated 
across different indicator loadings. Values above 0.70 indicate satisfactory reliability (Hair et al., 2017).  The 
remaining 17 indicators were then re-estimated using SmartPLS 4 to ensure that all retained indicators met the 
minimum outer loading threshold of 0.70. The second running results are presented in Figure IV-10. It appears that 
all outer loading indicators have been > 0.70, so the outer loading has been sufficient. The results of the analysis 
confirmed that all evaluated constructs were valid and reliable, providing a strong foundation for testing the research 
hypotheses. 

 
Table 1. Validity and Reliability Test Results 

Variables Composite 
Reliability Reliability Average Variance 

Extracted (AVE) Validity  

MBE 0.705 Reliable 0.628 Valid 
PU 0.794 Reliable 0.710 Valid 
PEOU 0.781 Reliable 0.695 Valid 
Trust 0.810 Reliable 0.724 Valid 
CPA 0.891 Reliable 0.699 Valid 

Note: MBE = Mobile Banking Engagement; PU = Perceived Usefulness; PEOU = Perceived Ease of Use; CPA = 
Customer Product Acquisition. Abbreviations apply to Tables 1–4. 
 

 Furthermore, discriminant validity was assessed through the Fornell–Larcker criterion, cross-loadings and 
the Heterotrait–Monotrait ratio (HTMT) to confirm that each construct demonstrated adequate differentiation from 
the other constructs in the model. The corresponding results are shown in Tables 5, 6 and Figure 2. 
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Table 2. Fornell–Larcker Criterion Results 
Variables CPA MBE PEOU PU Trust 

CPA 0.836     
MBE 0.458 0.792    

PEOU 0.540 0.426 0.834   
PU 0.594 0.429 0.617 0.842  

Trust 0.648 0.536 0.607 0.520 0.851 
 

Table 3 Cross-Loadings Results 

Variables 
Customer 
Product 
Acquisition 

Mobile 
Banking 
Engagement 

Perceived 
Ease of Use 

Perceived 
Usefulness Trust 

CPA1 0.725 0.302 0.385 0.338 0.518 
CPA2 0.879 0.397 0.514 0.491 0.604 
CPA3 0.841 0.447 0.443 0.539 0.558 
CPA4 0.882 0.450 0.438 0.578 0.555 
CPA5 0.844 0.295 0.473 0.510 0.468 
MBE1 0.330 0.773 0.304 0.323 0.379 
MBE2 0.267 0.731 0.336 0.230 0.378 
MBE3 0.462 0.867 0.371 0.436 0.501 
PEOU1 0.463 0.345 0.836 0.506 0.492 
PEOU2 0.426 0.325 0.834 0.583 0.485 
PEOU3 0.460 0.390 0.831 0.460 0.540 
PU1 0.462 0.327 0.518 0.771 0.460 
PU2 0.494 0.437 0.509 0.889 0.423 
PU3 0.543 0.315 0.534 0.862 0.436 
T1 0.448 0.478 0.419 0.412 0.836 
T2 0.523 0.461 0.630 0.530 0.870 
T3 0.662 0.434 0.497 0.391 0.846 

 

 
Figure 2 Heterotrait Monotrait Ratio Result 

Hypothesis Result 
The hypothesis-testing results provide important insights into the relationships among mobile banking 

engagement, user perceptions, and customer product acquisition. Based on the structural model estimation as seen 
on Table 7. 
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Table 4. Hypothesis Testing Results 
Hypothesis Structural Path β  T-values P-values Result 

H1 MBE →  CPA 0.080 1.105 0.269 Rejected 
H2 MBE →  PU →  CPA 0.131 3.619 0.000 Accepted 
H3 MBE →  PEOU →  CPA 0.032 0.751 0.452 Rejected 
H4 MBE →  Trust →  CPA 0.215 4.125 0.000 Accepted 

H5 MBE →  PU+PEOU+Trust →  CPA 0.378 6.576 0.000 Partially 
Supported 

 
There is no direct relationship between mobile banking engagement and customer product acquisition which 

is statistically significant (β = 0.080, t = 1.105; p = 0.269). This results indicates that customers are interested in 
using mobile banking functionality, but it is not enough to directly bring about product adoption. This finding is 
supported by Brodie et al., (2011), who suggested that customer engagement is multi-dimensional and that it is not 
always possible to measure the consequences of engagement with a brand on the level of transaction, but it can stay 
on the emotional level without necessarily reaching the level of “behavioural intentions”. 

It is found that perceived usefulness has a significant positive influence on acquisition of the product by 
customers (β = 0.131, t = 3.619, p = 0.000). This finding suggests that if customers believe the financial products 
offered via mobile banking are of functional benefit to them, they are more likely to adopt them, as they are able to 
see the benefits, such as efficiency, convenience, and better financial decision making. This is similar to the 
Technology Acceptance Model 3 (TAM 3) (Venkatesh & Bala, 2008), where perceived usefulness is an important 
factor that affects a person's behavioral intention to use a system if the system increases their performance and 
productivity.   

These results show that perceived ease of use did not significantly impact customers' product acquisition (β 
= 0.032, t = 0.751, p = 0.452). This means that although ease of use can encourage users to interact with the 
application, it doesn't necessarily mean that users will make decisions to use banking products. That is, usability is 
seen as a requirement, not a make-or-break criteria for product adoption. This finding is supported by the results 
from Nurmalia and Wijayanti (2018), who found that ease of use does not directly affect purchase intention, 
especially when the customers have already been familiar with the technology o f the digital service. In the initial 
stages of adoption, when users are trying to learn how to work with an unfamiliar system, ease of use is an important 
factor to consider(Venkatesh & Bala, 2008). But, the more proficient a user becomes with the technology, the less 
important the expectancy of effort. 

The result shows that trust positively affects on customer product acquisition (β = 0.215, t = 4.125, p = 
0.000),. This discovery highlights the importance of trust in the digital banking environment, especially when 
consumers need to make financial decisions on mobile devices. This finding is in line with (Gefen, 2000), who argues 
that trust is far more effective in predicting actual purchase/acquisition. When it comes to mobile banking, where 
consumers have no direct contact with the service provider, trust is a major consideration, enabling them to put aside 
worries about the possible bad outcomes and engage in a transaction with assurance. The difference is important in 
the world of mobile banking as there is a difference between a customer who uses an application to make sure they 
can do a particular transaction and one who will commit to getting a product. The latter calls for a far greater degree 
of confidence and that confidence is derived from trust. 

The total indirect effect of the three mediators was found to be β = 0.378, and combined with the non-
significant direct effect (β = 0.080, p = 0.269), yielded a total effect of β = 0.458 (t = 6.576, p = 0.000), indicating 
full mediation of the MBE-CPA relationship. This combined mechanism, however, was not equally distributed 
across three mediators: the indirect effects of Trust and Perceived Usefulness were significant while the indirect 
effect of Perceived Ease of Use was not significant. Thus H5 is proposed as a combined mechanism with the proviso 
that not all three mediators are of equal importance. 

Overall, these findings suggest that the connection between mobile banking use and acquisition of products 
is mostly indirect. Engagement is one of the basic factors that influence users' perceptions, which in turn influence 
product adoption, especially perceived usefulness and trust. This indicates that banks shouldn't just pursue user 
engagement, but also ensure that user engagement is meaningful and builds customer trust in order to effectively 
turn users into product adopters. 
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CONCLUSION  
Theoretical Implications 

This study makes two main contributions to the literature on digital banking and technology adoption. First, 
it expands the Technology Acceptance Model (TAM) beyond merely as a platform for transactional banking to more 
as a digital marketing channel that can affect customer acquisition behavior with products which makes TAM a 
model applicable to the outcome of product acquisition, and not just initial adoption (Davis, 1989; Venkatesh & 
Davis, 2000). Second, the results of this study expand the Customer Engagement Theory (Brodie et al., 2011; Lemon 
& Verhoef, 2016) by demonstrating that engagement experiences with features of mobile banking do not always 
lead to product acquisition (β = 0.080, p = 0.269); rather, there is a positive relationship between engagement and 
perceived usefulness (β = 0.131, p = 0.000) and trust (β = 0.215, p = 0.000), which means that digital engagement is 
a factor that primarily influences perceptions of the product.  

Second, this study adds to the literature on digital banking innovation in emerging countries by offering 
empirical data from KBMI IV banks, which are state-owned banks, most of the previous studies were carried out in 
developed countries or KBMI private banks. This result indicates that Trust has the most significant impact on the 
acquisition of the product as compared to PU (β = 0.402, p < 0.001) which shows the special role of institutional 
credibility in the markets where customers have strong reliance on governmental support as a sign of confidence 
(Gefen, 2000; Zhou, 2012). Hence, the study contributes to the contextualization of the phenomenon of the adoption 
of digital banking and the behavior of the customer in the context of emerging markets. 
 
Practical and Managerial Implications 

The findings in this study provide several implications for executives and practitioners in the digital banking 
field, especially in SOE KBMI 4 Bank to make the use of mobile banking as a strategic channel to acquire customers 
more optimal. For one, banks should think of mobile banking apps as more than just transactional apps, they should 
be a digital marketing platform as well, using customisable promotions, push notifications, and gamification to help 
cross sell and up sell and to encourage users to look into other financial products. 

Second, because trust and perceived usefulness are the most powerful motivators for product acquisition, 
banks should focus on measures to build trust and to provide value to customers by continually enhancing 
cybersecurity, transaction reliability and privacy protection, as well as providing personalized financial solutions and 
relevant product recommendations, including transparent data protection disclosures, real-time security alerts and 
visible regulatory compliance information at key product consideration touchpoints within the application. 

Thirdly, since ease of use is no longer a key differentiator, or a "must-have" feature, banks need to move 
away from ease of use and toward a more robust, value-added digital experience, including integrated product 
information, spending analysis and behavior-based personalization, that make it easier for customers to make 
financial decisions and drive greater product conversion. 

Fourth, the data shows a huge gap between the conversion of savings accounts (79.5%) vs. loans (28.5%) 
and credit cards (48.5%). It is therefore advisable for managers to create distinct in-app marketing sequences for 
each category, for credit and investment products, that means providing an increasing number of touchpoints that 
strengthen the familiarity of a brand and reduce the risk, while also being clear about the risks, and only then push a 
conversion call to action. 

Fifth, banks need to leverage the engagement mechanisms with their customers by implementing 
gamification features, reward systems, behavioral personalization and AI-based interaction with customers, to keep 
their attention and to foster a long-term digital relationship. 
 
Limitations and Recommendations for Future Research 

Several limitations to this study should be taken into account when interpreting the results. The research is 
only based on the banks in the SOE, namely the banks of kbmi IV, which can be limited to private banks, regional 
banks and fully digital banks, and there is an imbalance in the distribution of the sample between banks (Wondr by 
BNI 54%, n = 109; Livin' by Mandiri 36%, n = 72; BRImo 10%, n = 20), so that the comparison of banks can be 
limited and there is a possibility of sampling bias. The study also employs a cross-sectional design that does not 
measure perceptions over an extended period of time, uses self-reported survey data which can lead to response bias, 
and only accounts for perceived usefulness, perceived ease of use, trust, and engagement as explanatory factors while 
disregarding additional factors like perceived risk, digital financial literacy, personalization, artificial intelligence, 
and social influence. Future research should use stratified sampling design for more robust inter-bank comparisons, 
use longitudinal sampling design to investigate behavioral change over time, include behavioral or transactional-
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based research approaches in addition to survey-based approaches, and expand the model to include other 
explanatory variables to create a more comprehensive understanding of customer product acquisition behavior in 
digital banking. 
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