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ABSTRACT 

This study aims to determine: 1) The effect of perceived usefulness on customer loyalty. 2) The 

effect of perceived convenience on customer loyalty. 3) The effect of perceived trust on customer loyalty. 

4) The effect of perceived usefulness on customer loyalty which is mediated by customer satisfaction. 

5) The effect of perceived convenience on customer loyalty mediated by customer satisfaction. 6) The 

effect of perceived trust on customer loyalty mediated by customer satisfaction. The sampling technique 

uses nonprobability sampling. Data was obtained through distributing online questionnaires to active 

BCA Mobile users and using its service features at least twice in the last three months, for data analysis 

using Partial Least Square (PLS) with SmartPLS 4.1.0.1 software. The results of this study show that: 

1) Perceived usefulness has no effect on customer loyalty. 2) Perceived convenience has no effect on 

customer loyalty. 3) Perceived trust has an effect on customer loyalty. 4) Customer satisfaction does 

not mediate perceived usefulness on customer loyalty. 5) Customer satisfaction does not mediate 

perceived convenience on customer loyalty. 6) Customer satisfaction mediates perceived trust on 

customer loyalty. 

Keywords: Perceived Usefulness, Perceived Convenience, Perceived Trust, Customer Loyalty, and 

Customer Satisfaction. 

 

1. Introduction 

The banking world is one of the fields that is required to keep up with technological 

developments because consumers' needs for various transaction activities want to be facilitated 

so that mobile banking appears as an answer to these needs. The intense competition to provide 

the best service through mobile banking has made banks launch various specific services for 

every human need, including BCA Mobile, where specific services are made to accommodate 

these various needs. The many service features provided provide various perceptions of the use 

of BCA Mobile, for example, with so many service features, can it really meet various human 

needs that are so complex or precisely with so many service options that make customers 

confused in choosing and using them, resulting in not maximizing the performance of each 

service feature. According to Tjiptono & Chandra (2017), based on a behavioral perspective, 

only a few consumers are 100% loyal to certain brands. 

Many things continue to be built and maintained in maintaining customer comfort in 

using it. Building an attitude of loyalty to the use of BCA Mobile is also an effort by BCA as 

an effort to maintain the existence and sustainability of mobile banking. According to Griffin 

2002 in Karyose et al. (2017), customer loyalty is a form of loyalty to the use of a product by 

consumers in a certain period of time. Therefore, referring to this definition, it is known that 

maintaining the loyalty of BCA Mobile users means that there will be an opportunity to 

increase the volume of customer transactions. BCA Mobile's ability to maintain customer 
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loyalty is an indicator that they have felt satisfaction with the various service features available. 

This is in line with the definition of customer satisfaction, namely the extent to which a 

product's performance exceeds the buyer's expectations (Kotler & Armstrong, 2020). PT Bank 

Central Asia Tbk has successfully maintained customer satisfaction to date and this is shown 

by the award obtained by BCA in the "Satisfaction, Loyalty, & Engagement Awards 2023" 

event (Nisaputra, 2023). The awards obtained are inseparable from various supporting factors 

in the performance of BCA Mobile with its various service features, for example by providing 

various usefulness service features, BCA Mobile which offers convenience to use and learn, 

and by continuing to maintain customer trust by providing protection for various transactions 

in its use. 

The results of research conducted by Suryatenggara & Dahlan (2022) show that 

perceived usefulness has a positive and significant effect on customer satisfaction and affects 

customer loyalty through customer satisfaction positively and significantly. The results of this 

study are different from the research of Adeliani & Soenhadji (2022) which found that 

usefulness has no effect on customer loyalty. The results of research conducted by Ismi & 

Abdilla (2020) show that convenience has a positive or significant effect on customer loyalty 

mediated by customer satisfaction. The results of this study are different from research 

conducted by Natalia & Br Ginting (2018) based on the results of the Second Path 

Determination Coefficient obtained Adjusted R Square obtained 0.504 which means 50.4% 

simultaneous influence of convenience variables and other variables on customer loyalty, the 

remaining 42.8% is influenced by other variables not examined in this study so that there is 

potential for this study to refine the research by adding other variables. Perceived trust is one 

of the factors of customer loyalty that must be maintained and considered. Based on research 

by Sumarauw et al. (2015) has results in the form of trust affecting customer loyalty through 

customer satisfaction, but does not have a significant effect because the effect is only 0.132. 

This research is inversely proportional to research by Laely (2016) by finding that the trust 

variable has no significant effect on customer loyalty through customer satisfaction. 

This research will be used as reference material to continue to be able to make evaluations 

and improvements so as to increase customer satisfaction and customer loyalty consistently 

with various technological innovations through BCA Mobile. This research can add research 

material in developing new material or knowledge related to the banking world through the 

science of customer loyalty, and customer satisfaction. This research can also be a source of 

knowledge about the influence of satisfaction that drives customer loyalty so that it can help 

those who want to build a business. 

The purpose of this study is that the variables of perceived usefulness, perceived 

convenience, and maximum perceived trust make an optimistic step to be able to maintain 

customer loyalty of its customers so as to provide customer satisfaction which makes them feel 

that BCA Mobile is something that will continue to be used in all future transaction activities. 

The high interest of customers in using BCA Mobile is an attraction for conducting a study in 

order to find out what factors are the emergence of customer satisfaction that encourages 

customer loyalty in its use. In addition, this research can also help BCA to maintain 

performance and compete competitively through its mobile banking. Some research questions 

that arose after knowing the previous background prompted the researcher to formulate 

research-related questions. Therefore, the main questions that are the focus of this research are: 

Do perceived usefulness, perceived convenience, and perceived trust have a significant effect 

on customer loyalty for BCA Mobile users? Do perceived usefulness, perceived convenience, 

and perceived trust affect customer loyalty of BCA Mobile users mediated by customer 

satisfaction? 
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2. Literature Review 

2.1. Mobile Banking 

Mobile banking is a facility provided from financial institutions by utilizing a 

communication device called a smartphone. This mobile-based banking technology innovation 

is considered one of the most significant breakthroughs in the banking industry, as it allows 

customers to independently conduct financial transactions (Kumar & Sharma, 2020). Users of 

mobile banking services generally utilize it for online transactions with modern devices, 

especially for business purposes. Mobile banking involves the use of technology that combines 

business information with advances in information technology. Research by Wulandari et al. 

(2017) said that mobile banking services can be grouped into three categories, namely: 

providing information, communicating, and making transactions. 

The development of the banking sector today allows customers to conduct transactions 

more easily through smartphone devices, which can indirectly create a positive image among 

the public. Users of mobile banking services can access and perform transactions from 

anywhere, including checking balances without having to go to a bank or ATM machine, 

paying bills, and checking transaction history, in addition to getting a number of other benefits. 

 

2.2. Perceived Usefulness 

According to Wangsa (2020) in his research which says that perceived usefulness is a 

perception where a step to provide great benefits when using a technology so that it improves 

performance in its activities. If someone believes that an information system provides benefits, 

then he will adopt it. Conversely, if someone feels that the information system does not provide 

sufficient benefits, then he is less likely to use the system. Software developers are now paying 

great attention to building systems that are easy to use so that a form of renewal of an 

information system can be accepted, trusted, and used easily. According to Lee & Wan 2010 

(in Susanti et al., 2021) provides an overview of the various indicators of perceived usefulness 

as follows: reducing the duration of time required, simplifying services in various aspects, 

simplifying the user experience on the trip, contributing to financial savings, maximizing group 

and individual performance, maximizing efficiency, and maximizing the benefits obtained. 

Perceived usefulness is the perception of customers who feel that after using BCA Mobile 

has increased productivity in financial terms because they can quickly and easily make various 

desired transactions. 

 

2.3. Perceived Convenience 

According to Kotler & Armstrong (2020) products that offer convenience are products 

that are usually purchased and used can be operated as often and as soon as possible without 

requiring great effort. According to Ratna Sari 2009 (in Darmawan & Mardikaningsih, 2020) 

explains that perceived convenience is the effectiveness of an information system depending 

on the extent to which it is easy to implement the information system, especially for users. 

According to Davis 1989 (in Susanti et al., 2021) provides several indicators of perceived 

convenience, namely: digital fintech products are very easy to understand (easy to learn), 

digital fintech products are very easy to run (understandable), digital fintech products allow 

users to easily do what they want, and flexible (flexible). 

Perceived convenience is the perception that using the BCA Mobile system is easy to 

learn and operate because the display is simple and the main functions of each service are 

tailored to user needs. 

 

2.4. Perceived Trust 

Perceived trust according to Kenneth 2018 (in Triandewo & Yustine, 2020) is a 

perception when customers have confidence in the efficacy and reliability of a brand. 
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According to Kumar & Sharma (2020) perceived trust emphasizes the security of user data or 

privacy data related to mobile banking application providers in the implementation of online 

shopping. The indicators of perceived trust according to Putri & Hidayat (2017) to measure 

whether trust is good or bad include: having good perceived trust in the integrity of BCA 

Mobile, having good perceived trust in the reliability of the mobile banking service security 

system, having good perceived trust in privacy guarantees, and having good perceived trust in 

the device used to access these services. 

Perceived trust is the user's perception that they feel safe related to privacy data when 

making transactions on BCA Mobile so that they do not feel worried about various risks of data 

loss. 

 

2.5. Customer Loyalty 

According to Griffin 2002 (in Karyose et al., 2017), customer loyalty can be defined as 

a purchase action that occurs regularly, which is decided by several decision makers over a 

period of time. This definition shows that customer loyalty refers to behavior that shows 

repeated purchases and is based on decisions made by a number of decision makers. According 

to Kotler & Keller (2017: 160) customer loyalty indicators can be measured through three 

aspects, namely: repeat purchases, retention, and referrals. 

Perceived customer loyalty is a manifestation of customer loyalty in using BCA Mobile 

for a long period of time because they feel that BCA Mobile can meet human needs in terms 

of transaction effectiveness and efficiency. 

 

2.6. Customer Satisfaction 

Engel et al. 1995 (in Karyose et al., 2017) say that customer satisfaction is an after-sales 

assessment where the chosen alternative is at least equal to or exceeds customer expectations, 

while dissatisfaction arises when the results do not match expectations. This is in line with the 

definition of customer satisfaction according to Kotler & Armstrong (2020), namely the extent 

to which a product's performance exceeds the buyer's expectations. According to Kotler & 

Keller (2017: 74) customer satisfaction can be measured through three indicators, namely: 

service quality, price, and promotion. 

Perceived customer satisfaction is the customer's feeling in measuring the extent of 

satisfaction in using BCA Mobile for the various services available. 

 

2.7. Hypothesis Development 

2.7.1. The effect of perceived usefulness on BCA mobile banking customer loyalty 

According to Latief & Dirwan (2020) regarding perceived usefulness, which is a building 

of individual confidence that the technology used can be used easily so that it can help improve 

performance in various activities. BCA Mobile is also present as an answer to the needs of the 

community in making transactions easily and quickly, thus encouraging customer loyalty 

because their needs have been met. Maryanto & Kaihatu (2021) in their research also found 

that perceived usefulness positively affects customer loyalty. Based on several previous 

reasons, it can be seen that the increasing perceived usefulness of a technology will affect the 

level of reliability of customer loyalty. 

Ha1: Perceived usefulness has a significant effect on customer loyalty. 

 

2.7.2. The effect of perceived convenience on customer loyalty of BCA mobile banking users 

Research conducted by Onsardi & Putri (2021) found that perceived convenience has a 

significant effect on customer loyalty. The availability of various features and services with 

uncomplicated appearance and use is very helpful for customers in using BCA Mobile, the 

higher the perceived convenience of BCA Mobile, the more customer loyalty will increase. 



“Shaping the Sustainable Future:  

Trends and Insights in Economics, Business, Management, and Information Technology” | 181 

 

 

 

Ha2: Perceived convenience has a significant effect on customer loyalty. 

 

2.7.3. The effect of perceived trust on customer loyalty of BCA mobile banking users 

BCA's ability to maintain customer trust in BCA Mobile is important because perceived 

trust is one way to maintain customer loyalty (Kuusik & Varblane, 2009). In the research of 

Supertini et al. (2020) found that the perceived trust variable has a significant effect on 

customer loyalty. BCA Mobile in an effort to build and maintain customer loyalty can be 

through perceived trust which can be created through security in transactions and customer 

data security so that the higher the perceived trust of consumers, the higher customer loyalty. 

Ha3: Perceived trust has a significant effect on customer loyalty. 

 

2.7.4. The effect of perceived usefulness on customer loyalty mediated by customer satisfaction 

of BCA mobile banking users. 

In research by Suryatenggara & Dahlan (2022) this study proves that customer 

satisfaction is able to mediate the relationship between perceived usefulness and customer 

loyalty. Based on this, it is known that customer satisfaction provides an indirect influence 

between perceived usefulness on customer loyalty. 

Ha4 : Perceived usefulness affects customer loyalty with customer satisfaction as a 

mediating variable. 

 

2.7.5. The effect of perceived convenience on customer loyalty mediated by customer 

satisfaction of BCA mobile banking users 

Ismi & Abdilla (2020) show that perceived convenience of use has a positive or 

significant effect on customer loyalty mediated by customer satisfaction. Based on this, it is 

known that customer satisfaction provides an indirect influence between perceived 

convenience and customer loyalty. 

Ha5 : Perceived convenience affects customer loyalty with customer satisfaction as a 

mediating variable. 

 

2.7.6. The effect of perceived trust on customer loyalty mediated by customer satisfaction of 

BCA mobile banking users 

Products or services that can be trusted and can be used in the long term without reducing 

their benefits will support good customer satisfaction, the more consumers feel satisfied with 

products and services, the more customer loyalty will increase. According to Hidajat & Fahlevi 

(2020) customer satisfaction is able to indirectly influence perceived trust on customer loyalty. 

Based on this, it is known that customer satisfaction provides an indirect influence between 

perceived trust and customer loyalty. 

Ha6: Perceived trust affects customer loyalty with customer satisfaction as a mediating 

variable. 

 

3. Research Methods 

The type of research that will be applied in this study is descriptive research which 

according to Hermawan & Yusran (2017: 54) the definition of descriptive research is a type of 

research that will explain the characteristics of a variable with the aim of providing various 

aspects from various perspectives that are relevant. The research approach applied in this study 

is a quantitative approach. A quantitative approach is a research method in which data 

collection and processing are carried out in the form of numbers using statistical analysis, 

aiming to test the hypothesis that has been formulated (Sugiyono, 2021: 16). 
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3.1. Population and Sample 

The population in this study was determined in terms of using BCA Mobile Banking, so 

the population that has been determined to support the sustainability of the research is BCA 

Mobile customers / users. This study uses a sample in the form of BCA Mobile users or 

customers who have used it at least twice in the last three months. The unit of analysis of this 

research is the individual respondent. In the implementation of sampling, the technique used is 

nonprobability sampling, where the sampling process considers various elements of difference 

so that each member of the population does not have the same opportunity to become a research 

sample. This study specifically applies purposive sampling technique, which is a simple 

approach in the sampling process with specific considerations (Sugiyono, 2021: 131). 

 

3.2. Research Data 

The sources and types used in this study come from various sources and have the type of 

primary data. According to Sugiyono (2021: 296), primary data is a data collection method that 

obtains information directly from respondents or research objects. In this context, this study 

utilizes primary data through the use of online questionnaires that will be distributed to BCA 

Mobile users. 

 

3.3. Data Analysis Technique 

3.3.1. Validity Test 

Validity test is an instrument test to understand how accurate the questionnaire 

(questionnaire) that has been collected with the actual data in measuring a variable that you 

want to study (Sugiyono, 2021: 175). The construct validity test can use several instruments 

that can be used, namely: Convergent Validity (Rule of thumb for convergent validity includes 

outer loading> 0.7, communality> 0.5, and Average Variance Extracted (AVE)> 0.50 

(Abdillah & Hartono, 2015: 195). And Discriminant Validity (AVE Root > Latent Variable 

Correlation and cross loading value > 0.7). 

 

3.3.2. Reliability Test 

Reliability test is how reliable and consistent a data is at the same level in different time 

periods (Sugiyono, 2021). The rule of thumb for decision making in the reliability test is the 

Cronbach's alpha value> 0.6 and composite reliability> 0.7 (Abdillah & Hartono, 2015: 207). 

 

3.3.3. Partial Least Square (PLS) 

The data analysis technique in this study used Partial Least Square (PLS) analysis 

technique with SmartPLS 4 as the tool. PLS is a multivariate statistical method that compares 

multiple dependent variables with multiple independent variables (Abdillah & Hartono, 2015: 

161). 

 

3.3.4. Outer Model 

The outer model testing stage is a phase in testing the measurement model which aims to 

show the validity and estimate the reliability of indicators and constructs. Some of the criteria 

that need to be met are: Loading factor indicators must be> 0.7, AVE reflective constructs and 

communality> 0.5, AVE root must be greater than the latent variable correlation. 

 

3.3.5. Inner Model 

The use of the R^2 value serves as an indicator to measure the extent to which the variation 

in the independent variable can explain the variation in the dependent variable. The higher the 

R^2 value, the better the predictive ability of the model from the study. 
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3.3.6. Hypothesis Testing 

In the PLS model, hypothesis testing uses the p-value as a basis for decision making. The 

confidence level applied in this study is 0.05 or 5%. The decision-making principle is based 

on: p-value> 0.05 then H_0 is accepted and H_a is rejected; p-value ≤ 0.05 then H_0 is rejected 

and H_a is accepted. 

 

3.3.7. Testing the Mediation Hypothesis 

According to Zhao et al. (2010) testing the mediation hypothesis uses the following 

decision-making flow: Complementary (partial mediation) if the indirect effect is significant, 

the direct effect is significant, and both exist and have the same direction; Competitive (partial 

mediation) if the indirect effect is significant, the direct effect is significant, but the indirect 

effect & direct effect both exist and have the opposite direction; Indirect-only (full mediation) 

if the indirect effect is significant, the direct effect is significant, but the direct effect is not 

significant; Direct-only (no mediation) if the indirect effect is not significant, but the direct 

effect is significant, and No effect (no mediation) if the indirect effect is not significant, the 

direct effect is not significant. 

 

4. Research Findings and Discussion 

4.1. Validity test 

4.1.1. Loading Factor Value 
Table 1 

Loading Factor Value After Second Deletion 

No Statement Item Loading Factor Value Status 

1 X1.1 0,731 Valid 

2 X1.2 0,790 Valid 

3 X1.5 0,789 Valid 

4 X1.6 0,796 Valid 

5 X1.7 0,817 Valid 

6 X2.2 0,730 Valid 

7 X2.3 0,717 Valid 

8 X2.4 0,835 Valid 

9 X2.5 0,860 Valid 

10 X2.6 0,785 Valid 

11 X2.7 0,818 Valid 

12 X2.8 0,761 Valid 

13 X3.1 0,750 Valid 

14 X3.2 0,749 Valid 

15 X3.3 0,766 Valid 

16 X3.4 0,839 Valid 

17 X3.5 0,817 Valid 

18 X3.6 0,752 Valid 

19 X3.7 0,810 Valid 

20 X3.8 0,715 Valid 

21 M.1 0,777 Valid 

22 M.3 0,821 Valid 

23 M.4 0,800 Valid 

24 M.5 0,756 Valid 

25 M.6 0,748 Valid 

26 Y.1 0,904 Valid 

27 Y.2 0,841 Valid 

28 Y.3 0,819 Valid 

(Source: Data Processed, 2024) 
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All statement items can be declared valid because the loading factor value of all statement 

items is > 0.7 
 

4.1.2. Outer Model 
Table 2 

Average Variance Extracted (AVE) Value 
No Variable AVE Status 

1 PU 0.616 Valid 

2 PC 0.621 Valid 

3 PT 0.602 Valid 

4 CS 0.610 Valid 

5 CL 0.732 Valid 

(Source: Data Processed, 2024) 

 

The Average Variance Extracted (AVE) value of each variable is valid because the AVE value 

> 0.5. 
 

4.1.3. Discriminant Validity Test 
Table 3 

AVE Root Value and Latent Variable Correlation 

 PU PC PT CS CL 

PU 0.785         

PC 0.771 0.788       

PT 0.586 0.725 0.776     

CS 0.540 0.653 0.725 0.781   

CL 0.413 0.514 0.628 0.641 0.855 

(Source: Data Processed, 2024) 

 

The AVE root value and latent variable correlation above, all variables are declared valid 

because the AVE root value > the Latent Variable Correlation. 
 

4.2. Reliability Test 

4.2.1. Cronbach's Alpha and Composite Reliability Values 
 

Table 4 

Cronbach's Alpha and Composite Reliability Values 

No Variable Cronbach’s Alpha Composite Reliability Status 

1 PU 0.845 0.889 Reliable 

2 PC 0.898 0.920 Reliable 

3 PT 0.905 0.923 Reliable 

4 CS 0.842 0.886 Reliable 

5 CL 0.816 0.891 Reliable 

(Source: Data Processed, 2024) 

 

Cronbach's alpha and composite reliability values can be declared reliable because Cronbach's 

alpha and composite reliability values all variables > 0.7, so that each variable used can be said 

to be accurate, consistent, and precise. 
 

4.2.2. Outer Model 
Table 5 

𝑅2 Value 
No Variable R2 

1 Customer Satisfaction 0.561 
2 Customer Loyalty 0.467 

(Source: Data Processed, 2024) 
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It is known that the customer loyalty variable has an 𝑅2 value of 0.467 which means that 

the ability of the variables perceived usefulness, perceived convenience, perceived trust, and 

customer satisfaction in explaining the customer loyalty variable is 46.7%. This means that the 

remaining 53.3% of the influence is explained by other variables outside the discussion in this 

study. The 𝑅2 value of the customer satisfaction variable is 0.561 which means that the ability 

of the perceived usefulness, perceived convenience, and perceived trust variables in explaining 

the customer satisfaction variable is 56.1%. This means that the remaining 43.9% of the 

influence is explained by other variables outside the discussion in this study. 
 

4.3. Hypothesis Testing 
 

 
 

Figure 1. Research Model Testing with SmartPLS 4.1.0.1 
 

Testing in the proposed hypothesis is seen from the magnitude of the p-value. If the p-

value ≤ 0.05 then H0 rejected, HA accepted and there is a significant effect. If the p-value > 

0.05 then H0 accepted, HA rejected and there is no significant effect. While the path coefficient 

to test the strength of influence between each variable by explaining the firmness of the 

relationship between variables can be seen in the following table processed using SmartPLS 

4.1.0.1. 
 

Table 6 

Direct Effect Estimation Results 

No Variable Path Coefficient P-value Description 

1 PU → CL -0.015 0.918 Insignificant 

2 PC → CL 0.032 0.856 Insignificant 

3 PT → CL 0.333 0.012 Significant 

(Source: Data Processed, 2024) 
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Table 7 

Results of Indirect Effect Estimation 

No Variable Path Coefficient P-value Description 

1 PU → CS → CL 0.021 0.632 Insignificant 

2 PC → CS → CL 0.089 0.096 Insignificant 

3 PT → CS → CL 0.204 0.020 Significant 

4 PU → CS 0.053 0.627 Insignificant 

5 PC → CS 0.230 0.102 Insignificant 

6 PT → CS 0.527 0.000 Significant 

(Source: Data Processed, 2024) 

 

• The p-value perceived usefulness of customer loyalty is 0.918 which means > 0.05 then 

H01 accepted, HA1 rejected. This shows that perceived usefulness has no effect on 

customer loyalty. This means that the better (worse) perceived usefulness of a product, 

the higher (lower) customer loyalty of BCA Mobile users. 

• The perceived convenience p-value of customer loyalty is 0.856 which means > 0.05 it 

H02 accepted, HA2 rejected. This shows that perceived convenience has no effect on 

customer loyalty. This means that the better (worse) perceived convenience of a 

product, the higher (lower) customer loyalty of BCA Mobile users. 

• The perceived value of p-value trust towards customer loyalty is 0.012 which means ≤ 

0.05 then H03 rejected, HA3 accepted. This shows that there is an influence of perceived 

trust on customer loyalty. This means that the better the level of BCA Mobile security, 

the more customer loyalty will increase by BCA Mobile users. 

• The result of the direct effect PU – CL is positive insignificant with a p-value of 0.918 

while the result of the indirect effect PU – CS – CL is positive insignificant with a p-

value of 0.632. The relationship shows that there is no mediating effect so it falls into 

the category of no effect (no mediation). Therefore, it can be concluded that H04 

accepted and HA4  rejected with a cusoimer satisfaction statement does not mediate 

perceived usefulness towards customer loyalty of BCA Mobile users. 

• The result of the direct effect PC-CL was positively insignificant with a p-value of 0.856 

while the result of the indirect effect PC-CS – CL was positively insignificant with a p-

value of 0.096. The relationship shows that there is no mediating effect so it falls into 

the category of no effect (no mediation). Therefore, it can be concluded that H05 

accepted and HA5 rejected with a statement of customer satisfaction does not mediate 

perceived convenience for BCA Mobile users' customer loyalty. 

• The result of the direct effect of PT – CL is positively significant with a p-value of 

0.012 while the result of the indirect effect of PT – CS – CL is a significant positive 

with a p-value of 0.020. The relationship shows that there is a mediating effect so that 

it falls into the complementary category (partial mediation). Therefore, it can be 

concluded that the H06  is rejected and HA6  accepted with a customer satisfaction 

statement mediating perceived trust in the customer loyalty of BCA Mobile users. 

 

5. Conclusion 

Based on the results of research that has been done, the purpose of this study is to 

understand whether customer satisfaction mediates perceived usefulness, perceived 

convenience, and perceived trust in customer loyalty. In addition to the study obtained data 

from respondents which was disseminated through google form in the form of questionnaires, 

after that researchers processed the data and obtained the following results: Perceived 

usefulness does not affect the customer loyalty of BCA Mobile users; Perceived convenience 

does not affect the customer loyalty of BCA Mobile users; Perceived trust affects the customer 

loyalty of BCA Mobile users; Customer satisfaction does not mediate perceived usefulness 
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towards BCA Mobile users' customer loyalty or no effect (no mediation); Customer satisfaction 

does not mediate perceived convenience for BCA Mobile users' customer loyalty or no effect 

(no mediation); and Customer satisfaction mediates perceived trust in the customer loyalty of 

BCA Mobile users with complementary mediation (partial mediation). 

 

References 

Adeliani, S., & Soenhadji, I. M. (2022). Determinan Loyalitas Pengguna E-Health Dengan 

Mediasi Variabel Kepuasan. Jurnal Ilmiah Ekonomi Bisnis, 27(1), 71–85. 

Https://Doi.Org/10.35760/Eb.2022.V27i1.4709 

BCA. (2024). PT Bank Central Asia Tbk. Https://Www.Bca.Co.Id/ 

Darmawan, D., & Mardikaningsih, R. (2020). Peranan Sistem Informasi Persediaan Terhadap 

Persepsi Kemudahan Penggunaan, Kegunaan Yang Dirasakan, Dan Kepuasan 

Pengunjung Toko Buku. Realible Accounting Journal, 2015, 43–57. Https://Ojs3.Lppm-

Uis.Org/Index.Php/RAJ/Article/View/135/155 

Hadyan, R. (2021). Simak 5 Cara Meningkatkan Kepercayaan Dan Loyalitas Pelanggan. 

Hypeabis.Id. Https://Hypeabis.Id/Read/4315/Simak-5-Cara-Meningkatkan- 

Kepercayaan-Dan-Loyalitas-Pelanggan 

Harianto, E. F. E., & Ellyawati, J. (2023). The Influence Of Perceived Usefulness, Trust, And 

Risk On Loyalty In The Tiktok Shop: Test Of Consumer Satisfaction As A Mediation 

Variable. Journal Of Entrepreneurship & Business, 4(1), 13–23. 

Https://Doi.Org/10.24123/Jeb.V4i1.5390 

Harrison, R., Flood, D., & Duce, D. (2013). Usability Of Mobile Applications : Literature 

Review And Rationale For A New Usability Model. 1–16. 

Https://Link.Springer.Com/Article/10.1186/2194-0827-1-1 

Hermawan, A., & Yusran, H. L. (2017). Penelitian Bisnis Pendekatan Kualitatif (Pertama). 

Kencana. 

Hidajat, K., & Fahlevi, A. (2020). Pengaruh Kualitas Pelayanan Dan Kepercayaan Terhadap 

Loyalitas Konsumen Dimediasi Kepuasan Konsumen Generasi Milenial Masa Pandemic 

Covid-19 (Survei Pengguna Tokopedia Generasi Milenial Jakarta Utara). Journal For 

Business And Entrepreneurship, 4(2), 1–17. 

Http://Journal.Uta45jakarta.Ac.Id/Index.Php/JBE/Article/View/5202 

Irmadhani, & Nugroho, M. A. (2012). Pengaruh Persepsi Kebermanfaatan, Persepsi 

Kemudahan Penggunaan Dan. Program Studi Akuntansi Fakultas Ekonomi Universitas 

Negeri Yogyakarta, 6. Https://Journal.Uny.Ac.Id/Index.Php/Jkpai/Article/View/882 

Ismi, R. N., & Abdilla, M. (2020). Pengaruh Citra Merek,Kualitas Layanan,Dan Kemudahan 

Pengggunaan Terhadap Loyalitas Konsumen Yang Dimediasi Oleh Kepuasan 

Konsumen. Ekonomi Dan Bisnis Dharma Andalas, 22(1), 438. 

Https://Jurnal.Unidha.Ac.Id/Index.Php/JEBD/Article/View/973 

Karyose, H., Astuti, W., & Ferdiansjah, A. (2017). Customer Loyalty: The Effect Of Service 

Quality, Corporate Image, Customer Relationship Marketing And Customer Satisfaction 

As Intervening Variable-An Empirical Analysis Of Bank Customers In Malang City. 

Marketing And Branding Research, 4(4), 339. 

Https://Doi.Org/10.33844/Mbr.2017.60334 

Kotler, P., & Armstrong, G. (2020). Principles Of Marketing. In Pearson Education Ltd (17 

Ed., Nomor 8th Edition). Pearson Education, Inc. Www.Pearson.Com/Uk 

Kotler, P., & Keller, L. (2017). Marketing Manajement (15 Ed.). Pearson Pretice Hall. 

Kumar, S., & Sharma, M. (2020). International Journal Of Information Management 

Examining The Role Of Trust And Quality Dimensions In The Actual Usage Of Mobile 

Banking Services : An Empirical Investigation. International Journal Of Information 

Management, 44(September 2018), 65–75. 

https://ojs3.lppm-uis.org/Index.Php/RAJ/Article/View/135/155
https://ojs3.lppm-uis.org/Index.Php/RAJ/Article/View/135/155


188 |  PROCEEDINGS THE 3RD INTERNATIONAL CONFERENCE ON ECONOMICS, 

BUSINESS, AND MANAGEMENT RESEARCH (ICEBMR) 

Https://Doi.Org/10.1016/J.Ijinfomgt.2018.09.013 

Kuusik, A., & Varblane, U. (2009). How To Avoid Customers Leaving: The Case Of The 

Estonian Telecommunication Industry. Baltic Journal Of Management, 4(1), 66–79. 

Https://Doi.Org/10.1108/17465260910930458 

Laely, N. (2016). Analisis Pengaruh Kepercayaan Dan Harga Terhadap Loyalitas Pelanggan 

Dimediasi Kepuasan Pada PT. Telkomsel Di Kota Kediri. Jmm17, 3(02), 14. 

Https://Doi.Org/10.30996/Jmm17.V3i02.802 

Latief, F., & Dirwan, D. (2020). Pengaruh Kemudahan, Promosi, Dan Kemanfaatan Terhadap 

Keputusan Penggunaan Uang Digital. Jurnal Ilmiah Akuntansi Manajemen, 3(1), 16–30. 

Https://Doi.Org/10.35326/Jiam.V3i1.612 

Marisa, O. (2020). Persepsi Kemudahan Penggunaan, Efektivitas, Dan Risiko Berpengaruh 

Terhadap Minat Bertransaksi Menggunakan Financial Technology. Jurnal Administrasi 

Kantor, 8(2), 139–152. Http://Www.Ejournal-

Binainsani.Ac.Id/Index.Php/JAK/Article/View/1448%0Ahttp://Www.Ejournal-

Binainsani.Ac.Id/Index.Php/JAK/Article/Download/1448/1241 

Maryanto, R. H., & Kaihatu, T. S. (2021). Customer Loyalty As An Impact Of Perceived 

Usefulness To Grab Users, Mediated By Customer Satisfaction And Moderated By 

Perceived Ease Of Use. Binus Business Review, 12(1), 31–39. 

Https://Doi.Org/10.21512/Bbr.V12i1.6293 

Natalia, J., & Br Ginting, D. (2018). Analisis Pengaruh Kelengkapan Fitur, Persepsi 

Kemudahan Penggunaan, Kualitas Informasi, Kualitas Sistem, Persepsi Manfaat 

Terhadap Kepuasan Penggunaan Serta Dampaknya Terhadap Loyalitas Pengguna 

Aplikasi Viu. Media Informatika, 17(3), 160. 

Https://Doi.Org/10.37595/Mediainfo.V17i3.19 

Nisaputra, R. (2023). Konsisten Jaga Kepuasan Dan Loyalitas Nasabah, BCA Raih SLE 

Awards 2023. Infobanknews.Com. Https://Infobanknews.Com/Konsisten-Jaga-

Kepuasan-Dan-Loyalitas-Nasabah-Bca-Raih-Sle-Awards-2023/ 

Onsardi, & Putri, U. D. (2021). Dampak Harga, Ulasan Produk, Kemudahan Dan Keamanan 

Terhadap Loyalitas Konsumen Belanja Online Di Lazada. 156–163. 

Putri, D. A. A., & Hidayat, W. (2017). Pengaruh Kualitas Jasa Dan Kepercayaan Terhadap 

Kepuasan Nasabah Studi Pada Nasabah Pengguna Mobile Banking PT. Bank Rakyat 

Indonesia Cabang Semarang Pandanaran. Jurnal Administrasi Bisnis, 024. 

Https://Ejournal3.Undip.Ac.Id/Index.Php/Jiab/Article/View/16621 

Raihan, D. (2023). The Effect Of Ease Of Use , Seller Reputation , And Perceived Usefulness 

On Brand Loyalty With Satisfaction As A Mediating Variable. Jurnal Informatika 

Ekonomi Bisnis, 5, 3–5. Https://Doi.Org/10.37034/Infeb.V5i2.282 

Saptawi, Y. (2018). Pengaruh Persepsi Kemudahan, Keamanan & Manfaat Mobile Banking 

Terhadap Kepuasan Nasabah Pada Pt. Bank Rakyat Indonesia (Persero) Tbk Cabang 

Bulukumba. Http://Repository.Stienobel-Indonesia.Ac.Id/Handle/123456789/297 

Setiawan, A. (2023). Perbedaan Aplikasi BCA Mobile Dengan Mybca. Deli.Suara.Com. 

Https://Deli.Suara.Com/Read/2023/09/27/174721/Perbedaan-Aplikasi-Bca-Mobile-

Dengan-Mybca 

Shita, R. (2020). Pengaruh Persepsi Kemudahan Dan Persepsi Kemanfaatan Terhadap Minat 

Konsumen Menggunakan Kartu E-Money Bank Mandiri. 39–48. 

Http://Jurnal.Stiemuarateweh.Ac.Id/Index.Php/JIMB/Article/View/56 

Sitorus, T., & Yustisia, M. (2018). The Influence Of Service Quality And Customer Trust 

Toward Customer Loyalty: The Role Of Customer Satisfaction. International Journal 

For Quality Research, 12(3), 639–654. 

Sudaryana, Y. (2020). Pengaruh Kualitas Pelayanan, Kepercayaan Dan Harga Terhadap 

Kepuasan Konsumen Pada Kantor Pos Indonesia (Persero) Kota Tangerang. Journal Of 



“Shaping the Sustainable Future:  

Trends and Insights in Economics, Business, Management, and Information Technology” | 189 

 

 

 

Management Review, 4(1), 447–455. 

Https://Jurnal.Unigal.Ac.Id/Managementreview/Article/Viewfile/2954/3134 

Sugiyono. (2021). Metode Penelitian Kuantitatif Kualitatif Dan R&D (Sutopo (Ed.); Kedua). 

Aflabeta Bandung. 

Sumarauw, J., Jorie, R., & Victor, C. (2015). Pengaruh Customer Relationship Management 

Dan Kepercayaan Terhadap Kepuasan Serta Dampaknya Terhadap Loyalitas Konsumen 

Pt. Bank Bca Tbk. Di Manado. Jurnal Riset Ekonomi, Manajemen, Bisnis Dan Akuntansi, 

3(2), 682. Https://Ejournal.Unsrat.Ac.Id/V3/Index.Php/Emba/Article/View/8695/8259 

Supertini, N. P. S., Telagawati, N. L. W. S., & Yulianthini, N. N. (2020). Pengaruh Kepercayaan 

Dan Kepuasan Pelanggan Terhadap Loyalitas Pelanggan Pada Pusaka Kebaya Di 

Singaraja. Prospek: Jurnal Manajemen Dan Bisnis, 2(1), 61. 

Https://Doi.Org/10.23887/Pjmb.V2i1.26201 

Suryatenggara, G. M., & Dahlan, K. S. S. (2022). The Effect Of Perceived Usefulness, 

Perceived Ease Of Use And Perceived Price On Customer Loyalty In Gojek Through 

Customer Satisfaction (Study On Gojek Apps Users In Jabodetabek). Journal Of 

Business & Applied Management, 15(2), 171. 

Https://Doi.Org/10.30813/Jbam.V15i2.3866 

Susanti, R. A. D., Fardahlia, D., & Indrihastuti, P. (2021). Kemudahan Dan Kemanfaatan 

Pengaruhnya Terhadap Keputusan Penggunaan Sistem Pembayaran E-Money Ovo, Go-

Pay, Dan Dana. 4(1), 57–71. 

Tam, C., & Oliveira, T. (2015). Literature Review Of Mobile Banking And Individual 

Performance. Https://Doi.Org/10.1108/IJBM-09-2015-0143 

Tjiptono, F., & Chandra, G. (2017). Pemasaran Strategik Edisi 3 - Mengupas Pemasaran 

Strategik, Branding Strategy, Customer Satisfaction, Strategi Kompetitif Harga Hingga 

E-Marketing (3 Ed.). ANDI. 

Triandewo, M. A., & Yustine. (2020). Pengaruh Kualitas Layanan, Citra Perusahaan Dan 

Kepercayaan Pada Loyalitas Konsumen. Jurnal Bisnis Dan Akuntansi, 22(1), 13–24. 

Https://Doi.Org/10.34208/Jba.V22i1.743 

Wangsa, R. (2020). Pengaruh Persepsi Kemanfaatan Dan Persepsi Kepuasan Terhadap 

Penggunaan E-Filing Bagi Wajib Pajak Di Kota Batam. 

Http://Repository.Upbatam.Ac.Id/2462/1/Cover S.D Bab III.Pdf 

Wiwoho, J., Kharisma, D. B., & Wardhono, D. T. K. (2021). Financial Crime In Digital 

Payments. Journal Of Central Banking Law And Institutions, 1(1), 47–70. 

Https://Doi.Org/10.21098/Jcli.V1i1.7 

Wulandari, N. P., Novandriani, N., & Moeliono, K. (2017). Analisis Faktor-Faktor Penggunaan 

Layanan Mobile Banking Di Bandung. Bisnis Dan Iptek, 139–149. 

Yudha, B. M. (2022). Analisis Pengaruh Kemudahan Penggunaan, Persepsi Harga, Kualitas 

Layanan Elektronik, Dan Persepsi Manfaat Terhadap Loyalitas Konsumen Dengan 

Kepuasan Konsumen Sebagai Variabel Intervening. 

Https://Repofeb.Undip.Ac.Id/10972/ 

Yuniati, T., & Siburian, R. P. S. (2022). Pengaruh Persepsi Fraud Dan Kepercayaan Terhadap 

Penggunaan Layanan Mobile Banking ( Nasabah Bank Umum Pengguna Layanan 

Mobile Banking ). 18(1). 

Zhao, X., Lynch, J. G., & Chen, Q. (2010). Reconsidering Baron and Kenny: Myths and truths 

about mediation analysis. Journal of Consumer Research, 37(2), 197–206. 

https://doi.org/10.1086/651257. 

 

 

 

 


