W2 | Secara akan menceritakan
Aplikasi SeaBank dengan cara
yang positif

W3 | Jika ada yang bertanya kepada

saya tentang Bank Digital, saya
akan merekomendasikan

Aplikasi SeaBank
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Lampiran 2. Kuisioner Google Form

SeaBank

o —o

Pengaruh Kualitas Sistem dan Kinerja
Individu terhadap Word of Mouth melalui
Kepuasan Konsumen pada Pengguna
Aplikasi SeaBank di Indonesia

Halo teman-teman semuanya,

Perkenalkan saya Angel Cristine Briana Sihombing, mahasiswa Program Studi
Manajemen, Universitas Atma Jaya Yogyakarta. Saat ini saya sedang sedang melakukan
penelitian dan ingin mengumpulkan data untuk keperluan penelitian skripsi saya yang
berjudul “Pengaruh Kualitas Sistem dan Kinerja Individu terhadap Word of Mouth
melalui Kepuasan Konsumen pada Pengguna Aplikasi SeaBank di Indonesia”.

Penelitian ini bertujuan untuk mengetahui pengaruh kualitas sistem dan kinerja individu
terhadap kepuasan konsumen, dalam membentuk word of mouth pada pengguna
aplikasi SeaBank di Indonesia.

Sehubungan dengan hal tersebut, saya mohon kesediaan Anda untuk turut berpartisipasi
dalam mengisi kuesioner ini. Adapun kriteria responden yang dapat berpartisipasi dalam
penelitian ini antara lain:

1. Pengguna aktif aplikasi SeaBank minimal selama 6 bulan terakhir.
2. Termasuk dalam generasi Z atau Milenial, dengan batas usia 17-45 tahun.

Seluruh informasi terkait identitas diri hingga jawaban yang diberikan akan dijaga
kerahasiaannya dengan aman dan hanya digunakan untuk kepentingan penelitian saja.
Tidak ada jawaban benar atau salah, sehingga diharapkan Anda dapat memberikan
jawaban yang jujur sesuai dengan pengalaman Anda.

Pengisian kuesioner ini hanya memerlukan waktu sekitar 2-5 menit saja, sehingga
partisipasi Anda sangat berarti bagi kelancaran penelitian ini.

Atas waktu dan kesediaan yang diberikan saya ucapkan terima kasih. Saya mohon maaf
apabila terdapat kata-kata yang kurang berkenan.

Jika terdapat pertanyaan atau kendala, Anda bisa langsung menghubungi email di
bawah ini

Hormat saya,
Angel Cristine Briana Sihombing
Email: brianaa.angel@gmail.com

Berikutnya Kosongkan formulir
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Pertanyaan Filter

Bagian ini bertujuan untuk memastikan bahwa responden sesuai dengan kriteria yang
telah ditetapkan dalam penelitian.

Apakah Anda merupakan pengguna aplikasi SeaBank? *

O va
O Tidak

Kembali Berikutnya Kosongkan formulir
v 4
Pertanyaan Filter
Bagian ini bertujuan untuk memastikan bahwa responden sesuai dengan kriteria yang
telah ditetapkan dalam penelitian.
Apakah Anda sudah menggunakan aplikasi SeaBank selama minimal 6 bulan *
terakhir?
O va
O Tidak
Kembali Berikutnya Kosongkan formulir /
D
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Demografi Responden

Jenis Kelamin *

O Laki-laki

(O Perempuan

Usia *

O 17-22tahun
O 23-29tahun
(O 30-37tahun

(O 38-45tahun

Pekerjaan *

QO Pelajar/Mahasiswa

Karyawan Swasta
Wiraswasta/Pengusaha

Pegawai Negeri Sipil (PNS)/TNI/Polri
Ibu Rumah Tangga

Freelancer

©C O g4wO O

Lainnya
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Pendidikan terakhir *

(O sekolah Menengah Atas/Kejuruan (SMA/SMK)
(O Diploma (D1/D2/D3)

O sarjana (S1)

(O Rp3.000.001 - Rp 5.000

(O Rp5.000.001 - Rp 10.000.

O >Rp10.000.000
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Berapa lama Anda telah menggunakan aplikasi SeaBank? *

(O 6bulan-1tahun

O 2-3tahun

(O 4-5tahun
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Kualitas Sistem

Sejauh mana penggunaan suatu sistem informasi (aplikasi SeaBank) dinilai baik, berguna
dan mampu memenuhi kebutuhan pengguna, berdasarkan performa dan kemampuan
bawaan yang dimiliki sistem tersebut.

Silakan berikan penilaian Anda terhadap setiap pernyataan berikut berdasarkan tingkat
persetujuan Anda, dengan keterangan sebagai berikut:

1: Sangat Tidak Setuju (STS)

2: Tidak Setuju (TS)

3: Netral (N)

4: Setuju (S)

5: Sangat Setuju (SS)

Aplikasi SeaBank mudah untuk dinavigasikan. *
Sangat Tidak Setuju O O O O O Sangat Setuju

Aplikasi SeaBank memudahkan saya menemukan informasi yang saya butuhkan. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Aplikasi SeaBank memiliki tampilan yang terstruktur dengan baik. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju
Aplikasi SeaBank mudah untuk digunakan. *
Sangat Tidak Setuju O O O O O Sangat Setuju

Aplikasi SeaBank menyediakan fitur yang sesuai dengan kebutuhan saya. *

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir



Kinerja Individu

Merupakan bentuk keyakinan pengguna bahwa penggunaan teknologi (aplikasi SeaBank)
dapat membantu meningkatkan kinerja dalam menyelesaikan tugas aktivitas keuangan
dan pekerjaan mereka.

Berikan jawaban Anda berdasarkan tingkat persetujuan terhadap setiap pernyataan
berikut:

1: Sangat Tidak Setuju (STS)

2: Tidak Setuju (TS)

3: Netral (N)

4: Setuju (S)

5: Sangat Setuju (SS)

Aplikasi SeaBank memudahkan saya dalam melakukan aktivitas keuangan. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Aplikasi SeaBank membantu saya menyelesaikan aktivitas keuangan dengan i
lebih cepat.

Sangat Tidak Setuju O O O O O Sangat Setuju

Aplikasi SeaBank bermanfaat untuk pekerjaan saya. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir
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Kepuasan Konsumen

Bentuk perasaan yang muncul pada suatu individu, baik perasaan senang atau kecewa
yang timbul setelah membandingkan antara kinerja nyata produk atau layanan (aplikasi
SeaBank) yang diterima, dengan harapan yang dimiliki sebelumnya.

Berikan jawaban Anda berdasarkan tingkat persetujuan terhadap setiap pernyataan
berikut:

1: Sangat Tidak Setuju (STS)

2: Tidak Setuju (TS)

3: Netral (N)

4: Setuju (S)

5: Sangat Setuju (SS)

Saya merasa puas karena Aplikasi SeaBank memenuhi kebutuhan saya. *
Sangat Tidak Setuju O O O O O Sangat Setuju

Saya merasa puas dengan efektivitas Aplikasi SeaBank. *

1 2 3 4 5
Sangat Tidak Setuju O O O O O Sangat Setuju
Saya merasa puas dengan kinerja Aplikasi SeaBank. *
Sangat Tidak Setuju O O O O O Sangat Setuju

Secara keseluruhan, saya merasa puas dengan layanan Aplikasi SeaBank. *

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir
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Word of Mouth

Merupakan pertukaran informasi dengan antar individu lainnya mengenai pengalaman
yang dirasakan seseorang dalam menggunakan suatu produk, merek, atau layanan
(aplikasi SeaBank).

Berikan jawaban Anda berdasarkan tingkat persetujuan terhadap setiap pernyataan
berikut:

1: Sangat Tidak Setuju (STS)

2: Tidak Setuju (TS)

3: Netral (N)

4: Setuju (S)

5: Sangat Setuju (SS)

Saya akan menceritakan keunggulan Aplikasi SeaBank kepada orang-orang yang *
saya kenal.

1 2 3 4 S

Sangat Tidak Setuju O O O o O Sangat Setuju

Saya akan menceritakan Aplikasi SeaBank dengan cara yang positif. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Jika ada yang bertanya kepada saya tentang Bank Digital, saya akan ¥
merekomendasikan Aplikasi SeaBank.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir
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SeaBank

o

Pengaruh Kualitas Sistem dan Kinerja
Individu terhadap Word of Mouth melalui
Kepuasan Konsumen pada Pengguna
Aplikasi SeaBank di Indonesia

brianaa.angel@gmail.com Ganti akun &

£8 Tidak dibagikan

Terima kasih banyak atas kesediaan Anda dalam meluangkan waktu untuk mengisi
kuesioner ini. Seluruh jawaban yang telah diberikan sangat membantu dalam kelancaran
penelitian ini dan setiap data yang Anda berikan hanya akan digunakan untuk kepentingan
penelitian dalam penyusunan skripsi. |, &

Semoga penelitian ini dapat memberikan manfaat serta menambah wawasan dalam
pengembangan ilmu pengetahuan, khususnya di bidang manajemen dan perbankan
digital.

Kembali Kosongkan formulir
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Lampiran 3. Hasil Jawaban Responden

Cap waktu
2026/03/30 1:37:54 PIYa
2026/03/30 1:38:25 PlYa
2026/03/30 1:42:59 PIYa
2026/03/30 2:55:41 PlYa
2026/03/30 3:23:44 PlYa
2026/03/30 4:36:34 PlYa
2026/03/30 5:53:28 PYa
2026/03/30 5:53:45 PlYa
2026/03/306:06:25 PlYa
2026/03/306:21:00 PIYa
2026/03/30 6:39:47 PlYa
2026/03/30 7:04:05 PlYa
2026/03/30 8:00:52 PlYa
2026/03/30 9:00:23 PlYa
2026/03/309:02:14 PlYa
2026/03/30 9:02:21 PlYa
2026/03/30 9:20:09 PlYa
2026/03/317:44:35 AlYa
2026/03/317:45:02 AlYa
2026/03/31 1:37:29PIYa
2026/03/31 1:59:26 PIYa
2026/03/312:07:35PIYa
2026/03/313:57:08 PlYa
2026/03/31 8:10:39 PlYa
2026/03/318:13:16 PIYa
2026/04/0112:43:391Ya
2026/04/01 12:47:29 I Tidak
2026/04/01 12:54:29 I Tidak
2026/04/012:15:02PlYa
2026/04/012:33:00PIYa
2026/04/01 2:36:27 PlYa
2026/04/013:35:10 PlYa
2026/04/014:14:10PIYa
2026/04/014:15:16 PIYa
2026/04/014:20:04 PlYa
2026/04/014:28:19PIYa
2026/04/015:24:33 PIYa
2026/04/015:27:41PlYa
2026/04/017:17:55PIYa

Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya

Ya
Ya
Ya

Ya
Ya
Ya
Ya
Ya
Ya
Ya

Filter1 Filter2 Jenis Kel

30 - 37 taht Pelaj

Sarjana (S1Rp 5.000.0'Rp 1.000.012 - 3tahun Hampir set!
Sarjana (S1Rp 3.000.01Rp 3.000.016 bulan - 1tHampir seti
Sekolah MeRp 3.000.01Rp 1.000.016 butan - 111-2 kali sen
Sekolah MeRp 1.000.0t Rp 1.000.016 bulan - 111-2 kali sen
Sekolah Me < Rp 1.000. Rp 1.000.016 bulan - 111-2 kali sen
Sekolah MeRp 1.000.01< Rp 1.000. 6 bulan - 111-2 kali sen
Sarjana (S1Rp 1.000.01< Rp 1.000. 2 - 3tahun 1-2kali sen

jana (S1Rp 5.000.0/Rp 1.000.012 - 3 tahun Hampir seti
Sarjana (S1Rp 3.000.0/1Rp 3.000.01 2 - 3tahun 3-5kali sen

(S1Rp 1.000.01Rp 1.000.014 - Stahun 3-5 kali sen
Sarjana (S1Rp 1.000.01Rp 1.000.012 - 3 tahun 3-5 kali sen

(S1Rp 1.000.0/Rp 1.000.016 bulan - 111-2 kali sen
Sarjana (S1Rp 1.000.01 < Rp 1.000. 6 bulan - 111-2 kali sen
Sekolah MeRp 1.000.0/Rp 1.000.0!6 bulan - 113-5 kali sen
Sekolah Me<Rp 1.000. <Rp 1.000.2 - 3tahun 1-2Kkali sen
Sekolah MeRp 1.000.01 < Rp 1.000. 6 bulan - 111-2 kali sen

(S3)>Rp 10.00(> Rp 10.00(4- 5 tahun 3-5 kali sen

Laki-laki 23 - 29 tahiKaryawan Swasta
23- 29 tah Pelaj i
P 17 - 22 tahu Pelaj
17-22 taht Pelaj i
Laki-laki 17 - 22 taht Pelajar/Mahasiswa
P 23-29taht )
23-29taht!
Laki-laki ~ 23-29 taht Freelancer
F -29taht
17-22tahu j i
-29taht
Perempuan 17 - 22 taht Lainnya
3 - 29 taht Pelaj;
Laki-laki 17 - 22 taht Pelajar/Mahasiswa
Laki-laki 17 - 22 tahi Pelajar/Mahasiswa
-29taht
F -29 taht Swasta
17-22taht )
17-22tah. Pelaj i
Perempuan23 - 29 tahi Karyawan Swasta
17 - 22 tah. Pelaj i
17- 22 taht Pelaj i
17 - 22 tah. Pelaj i
17-22taht )

Perempuan23 - 29 taht Ibu Rumah Tangga

17- 22 taht Pelaj i

Perempuan 30 - 37 taht Ibu Rumah Tangga

17-22taht Pelaj

Sarjana (S1Rp 3.000.0/Rp 1.000.0i4 - 5 tahun 3-5 kali sen
Sekolah MeRp 1.000.01Rp 1.000.012 - 3tahun 1-2kali sen
Sekolah MeRp 1.000.0/Rp 1.000.0!6 bulan - 1 13-5 kali sen
Sarjana (S1Rp 5.000.01Rp 1.000.012 - 3tahun 3-5 kali sen
Sekolah MeRp 5.000.0/Rp 1.000.016 bulan - 111-2 kali sen
Sarjana (S1Rp 1.000.01Rp 1.000.016 bulan - 111-2 kali sen
Sekolah Me Rp 1.000.0/Rp 1.000.016 bulan - 111-2 kali sen
Sekolah Me < Rp 1.000. < Rp 1.000. 6 bulan - 1 11-2 kali sen
Sekolah Me<Rp 1.000.Rp 1.000.012 - 3 tahun 3-5 kali sen

Sekolah MeRp 5.000.01Rp 3.000.012 - 3tahun Hampir seti
Sekolah MeRp 1.000.01Rp 1.000.012 - 3tahun 1-2kali sen
Sarjana (S1> Rp 10.00(Rp 3.000.012 - 3tahun Hampir set.
Sarjana (S1Rp 5.000.0/Rp 5.000.014-5 tahun Hampir set
Sarjana (S1<Rp 1.000. Rp 1.000.012 - 3 tahun 3-5 kali sen
Sarjana (S1Rp 1.000.0/Rp 1.000.012 - 3tahun 1-2kali sen
Sekolah MeRp 3.000.01Rp 3.000.016 bulan - 111-2 kali sen
Sekolah MeRp 3.000.01Rp 3.000.012 - 3tahun Hampir set!

Perempuan 23 - 29 taht Karyawan Swasta
17-22taht ) i

Perempuan 23 - 29 taht Lainnya

F 23- 29 taht Pelaj; i

Perempuan 23 - 29 taht Ibu Rumah Tangga

F 30 - 37 tahL Wi

F 17- 22 taht Pelaj i

Laki-laki

(S1Rp 1.000.01Rp 1.000.012 - 3tahun 1-2kali sen
Sekolah MeRp 1.000.0/Rp 1.000.012 - 3 tahun Hampir seti

17 - 22 taht Pelajar/Mahasiswa Sekolah Me < Rp 1.000. Rp 1.000.012 - 3tahun 1-2kali sen

>
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2026/04/017:27:18 PlYa
2026/04/017:30:50 PIYa
2026/04/01 7:55:55 Pl Tidak
2026/04/01 8:01:30 PITidak
2026/04/018:24:23PIYa
2026/04/01 8:56:36 PlYa
2026/04/019:56:11PlYa
2026/04/0210:21:54,Ya
2026/04/02 10:33:32/Ya
2026/04/0210:35:02/Ya
2026/04/0210:42:58 /Ya
2026/04/0210:43:01,Ya
2026/04/0210:43:01,Ya
2026/04/0210:47:15,Ya
2026/04/0211:03:39,Ya
2026/04/0211:26:34,Ya
2026/04/02 1:18:45 PITidak
2026/04/022:28:42PIYa
2026/04/023:21:32PIYa
2026/04/02 3:40:55 PIYa
2026/04/023:52:15PlYa
2026/04/026:12:22PlYa
2026/04/028:52:45PIYa
2026/04/0211:21:531Ya
2026/04/03 12:30:56 1 Ya
2026/04/03 2:21:14PIYa
2026/04/036:21:16 PlYa
2026/04/04 11:24:27 ,Ya
2026/04/04 8:31:29 PIYa
2026/04/04 8:37:14PIYa
2026/04/04 8:37:49 PIYa
2026/04/04 9:05:26 PIYa
2026/04/04 10:18:00 1 Ya
2026/04/05 12:45:42,Ya
2026/04/0511:03:25/Ya
2026/04/0511:49:11,Ya
2026/04/0512:48:521Ya
2026/04/057:32:53 Pl Ya
2026/04/057:42:00 Pl Ya
2026/04/05 8:58:00 PIYa

Ya
Ya

Ya
Ya
Ya
Ya
Ya

Ya
Ya
Ya

Ya

Ya
Ya

Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya

Ya
Ya
Ya
Ya
Ya

Ya
Ya

23-29 taht Pelaj

Perempuan 17 - 22 tah. Karyawan Swasta

Perempuan 23 - 29 taht Ibu Rumah Tangga

Laki-laki

23-29taht Freelancer

Sekolah Me < Rp 1.000. < Rp 1.000. 6 bulan - 113-5 kalisen
Sekolah Me Rp 5.000.01Rp 1.000.016 bulan - 111-2 kali sen

Sekolah Me Rp 1.000.0/Rp 1.000.016 bulan - 111-2 kali sen
Sarjana (S1<Rp 1.000.<Rp 1.000.6 bulan - 111-2kali sen

17-22 tahLt Wil

Perempuan 23 - 29 taht Lainnya
Perempuan 23 - 29 taht Lainnya

MeRp 1.000.01Rp 1.000.0!6 bulan - 113-5 kali sen
Sekolah MeRp 1.000.01< Rp 1.000.2 - 3tahun 3-5 kali sen
Sarjana (S1 < Rp 1.000. < Rp 1.000. 2 - 3 tahun Hampir seti

30 - 37 tahL Wil

Perempuan 23 - 29 taht Karyawan Swasta

17- 22 taht Pelaj
P 17 - 22 taht Pelaj i
P 17-22taht )

puan 17 - 22 taht Pelaj i

Perempuan 23 - 29 tahL Karyawan Swasta

17 - 22 taht Pelaj; i
j 1

23-29tanhLF

17-22tahu )i

jana (S1 > Rp 10.00(Rp 5.000.012 - 3tahun Hampir seti
Sarjana (S1Rp 3.000.0tRp 1.000.0!6 bulan - 113-5 kali sen
Sekolah MeRp 1.000.01Rp 1.000.012 - 3tahun Hampir set|
Sekolah MeRp 1.000.01Rp 1.000.012 - 3tahun 1-2kali sen
Sekolah MeRp 1.000.0/Rp 1.000.012 - 3tahun Hampir seti
Sekolah Me < Rp 1.000. Rp 3.000.016 bulan - 111-2 kali sen
Sarjana (S1Rp 1.000.01Rp 1.000.016 bulan - 11Hampir set!

Sekolah Me Rp 1.000.0!Rp 1.000.016 bulan - 111-2 kali sen
Sarjana (S1<Rp 1.000. < Rp 1.000. 2- 3tahun 3-5Kkali sen
Sarjana (S1Rp 1.000.0tRp 1.000.012 - 3tahun Hampir seti

Perempuan 23 - 29 taht Pegawai Negeri Sipi Sarjana (S1Rp 1.000.01Rp 1.000.012 - 3tahun 1-2 kali sen
Perempuan17 - 22 tahL Karyawan Swasta  Sarjana (S1Rp 5.000.01Rp 3.000.012 - 3tahun 3-5 kali sen
17 - 22 taht Pelajar/Mahasiswa Sekolah Me Rp 5.000.01Rp 3.000.012 - 3 tahun Hampir set

Laki-laki

17- 22 taht Pelaj
F 17 - 22 taht Pelaj i
P 17-22tahu )i

Perempuan 23 - 29 tahL Karyawan Swasta
Perempuan 23 - 29 tahi Freelancer

Laki-laki

23-29taht )

Sarjana (S1<Rp 1.000. Rp 1.000.012 - 3 tahun Hampir seti
Sekolah MeRp 1.000.01Rp 1.000.016 bulan - 113-5 kali sen
Diploma (D Rp 1.000.01Rp 1.000.012 - 3tahun Hampir set!
Sekolah MeRp 3.000.01Rp 1.000.016 bulan - 1 tHampir set|
Diploma (D < Rp 1.000. < Rp 1.000. 2 - 3tahun Hampir seti
Sekolah Me < Rp 1.000. Rp 5.000.014 - S tahun 1-2kali sen

17 - 22 taht Pelajar/Mahasiswa Sekolah Me < Rp 1.000. < Rp 1.000. 6 bulan - 111-2 kali sen

Laki-laki
Laki-laki
Laki-laki

17 - 22 taht Pelaj; i

Sarjana (S1Rp 1.000.01Rp 1.000.016 bulan - 113-5 kali sen

17 - 22 tahi Pelajar/Mahasiswa Sekolah Me < Rp 1.000. Rp 1.000.016 bulan - 111-2 kali sen
17 - 22 taht Pelajar/Mahasiswa Sekolah MeRp 1.000.01< Rp 1.000. 6 bulan - 111-2 kali sen
17 - 22 taht Pelajar/Mahasiswa Sekolah MeRp 3.000.0/Rp 1.000.012 - 3tahun Hampir seti

Perempuan 17 - 22 taht Lainnya
Perempuan 17 - 22 taht Karyawan Swasta
Perempuan 23 - 29 taht Lainnya

23 - 29 tah Pelaj;

Laki-laki

17 - 22 tahi Pelaj

Sekolah MeRp 1.000.0/Rp 1.000.012 - 3tahun 3-5Kkali sen
Sekolah MeRp 1.000.01< Rp 1.000.2 - 3tahun 3-5kali sen
Sarjana (S1<Rp 1.000. Rp 1.000.012 - 3tahun Hampir seti
Sekolah Me < Rp 1.000. < Rp 1.000. 6 bulan - 1 tHampir seti
Sekolah MeRp 1.000.01 < Rp 1.000. 6 bulan - 1 tHampir seti

17 - 22 taht Pelajar/Mahasiswa Sekolah Me Rp 1.000.0/Rp 1.000.016 bulan - 1tHampir seti
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2026/04/059:18:37 PlYa
2026/04/05 10:07:201Ya
2026/04/05 10:10:47 |Ya
2026/04/0510:17:241Ya
2026/04/05 10:18:411Ya
2026/04/05 10:19:27 IYa
2026/04/05 10:25:55 | Ya
2026/04/05 10:32:06 1 Ya
2026/04/05 10:39:451Ya
2026/04/0511:05:481Ya
2026/04/0511:24:17 |Ya
2026/04/06 12:06:01,Ya
2026/04/06 12:11:29,Ya
2026/04/06 3:16:12AlYa
2026/04/06 3:52:58 AlYa
2026/04/06 3:53:04 AlYa
2026/04/06 5:08:22 AlYa
2026/04/06 5:31:03 AlYa
2026/04/06 9:47:03 AlYa
2026/04/06 11:22:38Ya
2026/04/06 12:15:36 |Ya
2026/04/06 12:37:301Ya
2026/04/06 8:24:28 Pl Ya
2026/04/06 8:30:32 PIYa
2026/04/06 9:49:08 PIYa
2026/04/07 12:02:41,Ya
2026/04/07 12:17:004Ya
2026/04/07 12:54:53,Ya
2026/04/07 2:31:32PIYa
2026/04/07 5:48:58 Pl Ya
2026/04/07 7:50:28 PIYa
2026/04/07 7:50:35 PIYa
2026/04/08 12:05:52/Ya
2026/04/08 12:55:17/Ya
2026/04/08 4:20:58 Al Ya
2026/04/08 6:08:19 AlYa
2026/04/08 6:21:24 AlYa
2026/04/08 2:48:09 PIYa
2026/04/08 4:35:26 Pl Ya
2026/04/08 4:54:45PYa

Ya
Ya
Ya
Ya

Ya
Ya
Ya
Ya
Ya

Ya
Ya
Ya

Ya
Ya
Ya
Ya

Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya
Ya

Ya
Ya
Ya
Ya
Ya

Ya
Ya

Perempuan17 - 22 taht Lainnya Sekolah MeRp 1.000.0(Rp 1.000.0(2 - 3tahun 1-2kalisen
P 23 - 29 taht Pelaj; Sekolah Me Rp 1.000.0tRp 1.000.012- 3 tahun 1-2 kali sen

17-22taht If Sekolah Me < Rp 1.000. Rp 1.000.016 bulan - 113-5 kali sen
Laki-laki 17 - 22 tahi Pelajar/Mahasiswa Sekolah Me < Rp 1.000. < Rp 1.000.6 bulan - 111-2kali sen
P 17 - 22 taht Pelaj Sekolah Me < Rp 1.000. < Rp 1.000. 6 bulan - 1 t Hampir set/

17-22taht ji Sekolah Me < Rp 1.000. < Rp 1.000. 6 bulan - 1 tHampir seti
Perempuan23- 29 tahi Karyawan Swasta  Sarjana (S1Rp 5.000.01Rp 5.000.0!2 - 3tahun 3-5 kali sen

P 17-22taht j Sarjana (S1Rp 1.000.0Rp 1.000.012 - 3tahun 3-5 kali sen
17-22taht j i Diploma (D < Rp 1.000. < Rp 1.000. 2 - 3tahun 3-5kali sen
17-22 taht Pelaj iswa Sekolah Me Rp 1.000.01< Rp 1.000. 6 bulan - 111-2 Kali sen
P 17 - 22 taht Pelaj Sekolah MeRp 1.000.01< Rp 1.000. 6 bulan - 111-2 kali sen
17-22taht j Sekolah MeRp 1.000.01< Rp 1.000. 2 - 3 tahun Hampir set|
17 - 22 taht Pelaj i Sekolah Me < Rp 1.000. < Rp 1.000. 2 - 3tahun 1-2kali sen

Perempuan 17 - 22 taht Karyawan Swasta  Sarjana (S1Rp 3.000.01Rp 3.000.012 - 3tahun Hampir set
Laki-laki 17 - 22 taht Pelajar/Mahasiswa Sarjana (S1< Rp 1.000. Rp 1.000.0!6 bulan - 111-2 kali sen
Laki-laki 17 - 22 tahi Pelajar/Mahasiswa Sekolah MeRp 1.000.01Rp 1.000.016 bulan - 111-2Kali sen
Perempuan 17 - 22 tahi Karyawan Swasta Sarjana (S1Rp 3.000.01Rp 1.000.0(2 - 3tahun Hampir seti
3 - 29 taht Pelaj iswa Sarjana (S1<Rp 1.000.Rp 1.000.012-3 tahun 3-5 kali sen

F 17 - 22 taht Pelaj Sekolah Me < Rp 1.000. < Rp 1.000. 2 - 3tahun 3-5Kkali sen
Perempuan 23 - 29 taht Freelancer Sarjana (S1Rp 3.000.01Rp 1.000.016 bulan - 113-5 kali sen
Perempuan23 - 29 tahi Karyawan Swasta  Sarjana (S1Rp 3.000.01Rp 1.000.016 bulan - 113-5 kali sen
17-22 taht Pelaj iswa Sarjana (S1<Rp 1.000. Rp 1.000.016 bulan - 113-5 kali sen
Perempuan 17 - 22 taht Ibu Rumah Tangga Sekolah Me Rp 3.000.01Rp 3.000.016 bulan - 1 tHampir set
Perempuan23 - 29 tahi Karyawan Swasta  Magister (S.Rp 5.000.01Rp 5.000.012- 3 tahun 3-5 kali sen
Laki-laki ~ 23-29tahLKaryawan Swasta Sekolah MeRp 5.000.01Rp 5.000.0/2 - 3tahun 1-2Kali sen

Perempuan23 - 29 taht Ibu Rumah Tangga Sekolah MeRp 3.000.01Rp 1.000.012 - 3tahun Hampir set!
Laki-laki 23 - 29 tahL Pegawai Negeri Sipi Sarjana (S1Rp 5.000.01Rp 3.000.012 - 3tahun Hampir seti
Perempuan 23 - 29 tahL Karyawan Swasta  Sarjana (S1 Rp 3.000.01Rp 1.000.012 - 3tahun Hampir seti
P 17 -22tahu ) Sarjana (S1<Rp 1.000. < Rp 1.000. 2 - 3tahun Hampir seti
P puan 17 - 22 taht Wil gus MeRp 1.000.01Rp 1.000.012 - 3 tahun 1-2kali sen
P 17 - 22 taht Pelaj; i Sekolah MeRp 1.000.0!Rp 1.000.012 - 3tahun 1-2kali sen
Laki-laki 30 - 37 tahtKaryawan Swasta Sekolah Me Rp 3.000.01Rp 1.000.014 - 5 tahun 1-2kali sen
F 17-22taht ji i Sekolah MeRp 1.000.0/Rp 1.000.0(6 bulan - 1 tHampir seti

17-22taht It Sarjana (S1<Rp 1.000. Rp 1.000.01!6 bulan - 113-5 kali sen

P 17 - 22 tah Pelaj Sarjana (S1<Rp 1.000. Rp 1.000.0!6 bulan - 111-2 kali sen
Laki-laki 17 - 22 taht Pelajar/Mahasiswa Sekolah Me <Rp 1.000. < Rp 1.000. 6 bulan - 113-5 kali sen

17-22taht j i Sarjana (S1<Rp 1.000. < Rp 1.000. 6 bulan - 113-5 kali sen
Perempuan 17 - 22 taht Pegawai Negeri Sipi Sarjana (S1 < Rp 1.000. < Rp 1.000.6 bulan - 111-2 kali sen
Laki-laki 17 - 22 tahi Pelajar/Mahasiswa Sekolah Me Rp 3.000.0/Rp 1.000.0(6 bulan - 1tHampir seti
Perempuan23 - 29 tahi Karyawan Swasta  Sekolah MeRp 3.000.0!Rp 1.000.014 - 5 tahun Hampir seti
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2026/04/08 6:59:26 Pl Ya
2026/04/08 10:32:051Ya
2026/04/08 10:54:231Ya
2026/04/08 11:11:081Ya
2026/04/09 12:06:33/Ya
2026/04/08 12:32:00Ya
2026/04/09 7:54:19 Al Ya
2026/04/09 3:47:33PIYa
2026/04/09 5:44:41PIYa
2026/04/09 5:46:21 PlYa
2026/04/09 5:46:38 Pl Tidak
2026/04/09 5:47:55PIYa
2026/04/09 5:49:04 PlYa
2026/04/09 5:50:25 PlYa
2026/04/09 5:51:35 Pl Ya
2026/04/09 5:53:44 PlYa
2026/04/09 5:55:10 PIYa
2026/04/09 5:56:35 PlYa
2026/04/09 10:44:141Ya
2026/04/09 11:25:291Ya
2026/04/09 11:30:58 1 Ya
2026/04/10 12:22:19,Ya
2026/04/10 2:32:08 AlYa
2026/04/10 8:09:06 Al Ya
2026/04/109:24:43 AlYa
2026/04/109:28:22 AlYa
2026/04/1010:11:21,Ya
2026/04/10 10:30:47 s Tidak
2026/04/10 11:07:37/Ya
2026/04/10 11:55:55Ya
2026/04/1012:24:431Ya
2026/04/10 5:44:18 PIYa
2026/04/10 5:51:52PYa
2026/04/10 5:53:51PIYa
2026/04/10 10:42:50 1 Ya
2026/04/111:40:19AlYa
2026/04/1110:11:00,Ya
2026/04/115:58:29 PIYa
2026/04/116:03:01PlYa
2026/04/116:05:03 Pl Ya
2026/04/116:07:22PIYa
2026/04/116:27:37 PIYa
2026/04/116:49:03 PlYa

3 - 29 tahL Wi (S1Rp 5.000.01Rp 3.000.012 - 3tahun Hampir seti
17 - 22 tahi Pelajar/Mahasiswa Sarjana (S1Rp 1.000.0/Rp 1.000.016 bulan - 1 13-5 kali sen

17 - 22 taht Pelaj Sarjana (S1Rp 1.000.0/< Rp 1.000.6 bulan - 113-5 kali sen

Perempuan23- 29 taht Karyawan Swasta  Sarjana (S1Rp 5.000.01Rp 1.000.016 bulan - 113-5 kali sen

Laki-laki
Laki-laki

Laki-laki
Laki-laki

23 - 29 taht Pelaj; Sarjana (S1<Rp 1.000. Rp 1.000.012 - 3tahun Hampir set!
23-29tahiLKaryawan Swasta Sarjana (S1Rp 3.000.01Rp 3.000.012 - 3tahun 3-5 kali sen
17 - 22 tahL Karyawan Swasta  Sarjana (S1Rp 5.000.01Rp 3.000.016 bulan - 113-5 kali sen
17 - 22 taht Pelajar/Mahasiswa Sekolah MeRp 1.000.0(Rp 1.000.016 bulan - 1 tHampir seti
23-29tahiKaryawan Swasta Sarjana (S1Rp 3.000.01Rp 1.000.0i2 - 3 tahun 3-5 kali sen
30- 37 tahLKaryawan Swasta  Sarjana (S1Rp 5.000.01Rp 3.000.012 - 3tahun 1-2kalisen

23- 29 tah Wiraswasta/Pengus Sarjana (S1 > Rp 10.00(Rp 3.000.012 - 3 tahun Hampir seti
30- 37 tahuLKaryawan Swasta  Sarjana (S1>Rp 10.00(Rp 1.000.012 - 3tahun Hampir seti

Laki-laki
Laki-laki

17-22taht Swast:

23 - 29 taht Karyawan Swasta
23- 29 tahL Karyawan Swasta
23 - 29 tah Karyawan Swasta
23 - 29 tahL Karyawan Swasta
30 - 37 tahL Karyawan Swasta

Diploma (D Rp 5.000.01Rp 1.000.012 - 3tahun 3-5kali sen
Sarjana (S1Rp 3.000.0/Rp 1.000.016 bulan - 113-5 kali sen
Diploma (D Rp 3.000.0/Rp 1.000.012 - 3tahun 3-5 kali sen
Sekolah MeRp 3.000.01Rp 1.000.012 - 3tahun 3-5kali sen
Sekolah Me Rp 5.000.0(Rp 1.000.012 - 3tahun 3-5 kali sen
Sarjana (S1>Rp 10.00(Rp 5.000.014 - 5 tahun 3-5 kali sen

23 - 29 tahL Wiraswasta/Pengus Sarjana (S1Rp 5.000.01Rp 5.000.014 - 5 tahun Hampir set
Perempuan 23 - 29 tahi Karyawan Swasta  Sarjana (S1Rp 5.000.01Rp 3.000.012 - 3tahun 3-5kali sen
Perempuan?23- 29 tahi Karyawan Swasta  Magister (S Rp 5.000.01Rp 3.000.012 - 3tahun 3-5 kali sen

i 17-22tahiPelajar/Mahasiswa Sekolah MeRp 1.000.0!Rp 1.000.016 bulan - 113-5 kali sen

Sekolah MeRp 1.000.0/< Rp 1.000. 6 bulan - 111-2 kali sen
Sarjana (S1Rp 1.000.0/Rp 1.000.016 bulan - 11Hampir seti
Sekolah MeRp 1.000.01< Rp 1.000. 2 - 3tahun 1-2kali sen

17 - 22 tah Pelajar/Mahasiswa Sarjana (S1Rp 1.000.01Rp 1.000.0!6 bulan - 113-5 kali sen

Sarjana (S1Rp 1.000.01Rp 1.000.016 bulan - 113-5 kali sen

17 - 22 tahi Pelajar/Mahasiswa Sekolah Me Rp 1.000.0!Rp 1.000.016 bulan - 1 1Hampir seti

MeRp 3.000.0Rp 1.000.012 - 3tahun 3-5 kali sen
Sarjana (S1Rp 5.000.0/Rp 5.000.012 - 3tahun Hampir seti

17- 22 taht Pelajar/Mahasiswa Sekolah Me Rp 1.000.01Rp 1.000.016 bulan - 111-2 kali sen

Laki-laki
F 17-22 taht Pelaj i
17 - 22 taht Pelaj
F 17-22tahu ) i
Laki-laki
17-22tahu )
Laki-laki
3 - 29 tahL Wi
Laki-laki 23 - 29 taht Karyawan Swasta
Laki-laki
17 - 22 taht Pelaj
23 -29tahLKi Sv

17 - 22 taht Pelaj; i

Perempuan 23 - 29 tahi Karyawan Swasta

Laki-laki

30 - 37 taht Freelancer

Perempuan23 - 29 tahi Karyawan Swasta
Perempuan 23 - 29 taht Karyawan Swasta

Laki-laki
Laki-laki
Laki-laki

30 - 37 taht Karyawan Swasta

Sekolah MeRp 1.000.0/Rp 1.000.016 bulan - 111-2 kali sen
Sarjana (S1Rp 3.000.01Rp 1.000.012 - 3tahun Hampir set
Sekolah MeRp 1.000.01Rp 1.000.016 bulan - 11Hampir set|
Sarjana(S1Rp 5.000.01Rp 5.000.016 bulan - 111-2 kali sen
Sarjana (S1Rp 3.000.01Rp 1.000.012 - 3tahun Hampir seti
Sarjana (S1Rp 3.000.0/Rp 3.000.012 - 3tahun Hampir seti
Sarjana (S1Rp 5.000.01Rp 5.000.0!2 - 3tahun 3-5Kali sen
Sarjana (S1> Rp 10.00(Rp 5.000.012 - 3 tahun Hampir set|

17 - 22 tahi Pelajar/Mahasiswa Sarjana (S1Rp 1.000.0/Rp 1.000.012 - 3tahun Hampir seti

23 - 29 tahi Karyawan Swasta

Sarjana (S1Rp 3.000.0/Rp 1.000.016 bulan - 111-2 kali sen
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Lampiran 4. Olahan Data Statistik

Mean Median Min Max Standard Deviation Encess Kurtosis | Skewness | Number of Observations Used
Kn 4,426 5,000] 3,000 5,000 0,652 -0531 -0, 708 155,000
KiZ 4426 4,000 3,000 5000 [ 0555 00 155,000
KI3 4,206 4,000 2,000 5,000 0,75 o 155,000
KK 4303 4,000 2,000 5,000 0576 [ G 155,000
KK2 4303 4,000 2,000 5000 0656 0s -0sm 155,000
K3 4258 4,000 000 5000 075 i5ET| 09 155,000
KK4 4,355] 4,000] 3,000 5,000} 06401 -0,EES) -0,485] 155,000,
K51 4.374) 4,000} 1,000 5,000 0,702 2608 -1.241) 155,000
K52 415 4,000 2,000 5,000 0,786 0563 -0 155,000
K3 4271 4,000 1,000 5,000 0,773 ERE ] 155,000
K54 4542 5,000 3,000 5,000 0535 [ T 155,000
KS5 4413 5,000 2,000 5000 0559 0mE  -neT 155,000
w1 4129 4,000 2,000 5000 0T 0 -0ew 155,000
w2 4,129 4,000] 1,000 5,000 0,785 0,667 -0.718 155,000
w3 4,258 4,000 1,000 5,000 0,743 | -nedn 155,000

.
Lampiran 5. Olahan Data Mentah SEM PLS
K51
fice]
K53
Kse
K55
\\ Wi
— 1z Y
— 0362 ———F : w2
’;4' 0833
’__,”d/ w3
Kepuzsan -~ ‘Word of Mouth
.v:nsurr'en_,,/
-0012
—
-
i |
843
K2 4—0.358 —
1608 7
K3
Kinerja Individu
1. Loading Factor (Outer Loading)
Kepuasan Konsumen Kinerja Individu Kualitas Sistem_ ‘Word of Mouth
K1 0,843
KI2 0,858
K13 0,693
KK1 0,840
KK2 0,807
KK3 0,784
KK4 0,800
K51 0,707
K52 0,719
KS3 0,747
K54 0,808
K55 0,711
W1 0,867
w2 0,866
w3 0,833
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2. Average Variance Extracted (AVE)

Cronbach's Alpha rho A Composite Reliability Average Variance Extracted (AVE)
Kepuasan Konsumen 0,823 0,824 0,883 0,853
Kinerja Individu 0,717 0,733 0,842 0,842
Kualitas Sistem 0,793 0,300 0,858 0,547
‘Word of Mouth 0,817 0,820 0,891 0,732
3. Cross Loadings
Kepuasan Konsumen Kinerja Individu Kualitas Sistem_ Word of Mouth
K1 0,569 0,843 0513 0,345
Kl2 0,645 0,858 0538 0419
KI3 0486 0,693 0,541 0372
KK1 0,840 0657 0574 0522
KK2 0,807 0,514 0,602 0462
KK3 0,784 0,489 0,601 0,510
KK4 0,800 0,637 0570 0,455
K51 0,440 0403 0,707 0,391
K§2 0,517 0,524 0,719 0,436
K83 0,608 0,491 0,747 0534
K54 0,563 0,540 0,808 0493
K85 0531 0472 0,711 0,331
W1 0,530 0384 0,508 0,867
w2 0,540 0,432 0,545 0,866
W3 0477 0,399 0,485 0,833
4. Cronbach Alpha dan Composite Reliability
Cronbach's Alpha Composite Reliability rho_A
Kepuasan Konsumen 0,823 0,824
Kinerja Individu 0,717 0,733
Kualitas Sistem_ 0,793 0,800
Word of Mouth 0.817 0,820
5. Fornell Larcker
Kepuasan Konsumen Kinerja Individu Kualitas Sistem_ Word of Mouth
Kepuasan Konsumen 0,308
Kinerja Individu 0,713 0,801
Kualitas Sistem_ 0,725 0,661 0,740
'Word of Mouth 0,604 0,474 0,600 0,856
6. Adjusted R-Square
R Square R Square Adjusted
Kepuasan Konsumen 0,623 0,618
Word of Mouth 0,420 0,408
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7. F Square

Kepuasan Konsumen Kinerja Individu Kualitas Sistem_ Word of Mouth
Kepuasan Konsumen| 0,085
Kinerja Individu 0,257 0,000
Kualitas Sistem_ 0,305 0,089
Word of Mouth
8. Q Square
RMSE MAE Q2_predict
Kepuasan Konsumen 0,644 0,478 0,601
Word of Mouth 0,830 0,622 0,336
9. Path Coefficient
Original Sample (0) Sample Mean (M) Standard Deviation (STDEV) T Statistics (|O/STDEV]) P Values
Kep > Word of Mouth 0,362] 0,366 0112 3,223 0,001
Kinerja Individu > Kepuasan Konsumen 0,415 0,409 0,077] 5,356 0,000)
Kinerja Individu -> Word of Mouth 0,012 0,020 0,099 0,122] 0,903
Kualitas Sistem_ > K Ki 0,452] 0,469 0,073 6,168 0,000)
Kualitas Sistem_ > Word of Mouth 0,345 0,349 0,128 2,692 0,007
10. Specific Indirect Effects
Original Sample (0) Sample Mean (M) | Standard Deviation (STDEV) | T Statistics (JO/STDEV]) P Values
Kinerja Individu -> Kepuasan Konsumen -> Word of Mou 0,150 0,149 0,051 2,921 0,004
Kualitas Sistem_ -> Kepuasan Konsumen -> Word of Mol 0,163 0169 0,063 2,574 0,010
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ABSTRACT

This study explores the factors that influence Yietnamese mabide banking users waord-of-
mauth behavior 2nd sheds light on the mpact of customer satisfacton, system quelity,
and ndividual pedformance. The data collected from 257 customers was analyzed
through Smart PLE 40 wtilzation. The study findings reveal the direct and sigraficant
effect of customes satisfaction on word-of-mouth behaor. I additon, indradual
perfarmance and mobile banking system quabty hawe been found to be posiive factors
influcncing customes satisfaction. The study also highlights the mediatng role of
custamer satisfactian in the relationship between system quality, individual performance
and word-of-mouth, which has not been explored in the pnor studies. These results
male substantial contributions to the existing literabure on signakng theory in business
management and hold impartant palicy implicatians far Vietnamese commercial banis.
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1. Intraduction Admiristration

Fierce competition in the banking industry has put pressure on banks to intraduce more advanced new
service delivery channels to bring cuwstomers higher values Among them, mobile banking has emenged
as one of the latest service delivery channels based on technological breakthroughs in the banking sec-
tor [Sharma & Sharma, 2019), bringing benefits 1o both custormers and banks (Malaguias & Hwang, 2015).
The mawernent of consumers” behaviors are also significantly enhanced by the COVID-19 pandemic [Ali
&l al, 2023) and the positive atlitude towand mobile banking as well as the tendency 1o use e-banking
are expandad even after the post-pandermic stage (Khan et al, 2023). This explaing why mobile banking
is currently one of the markets with the stronoest growth rates in the banking industry, especially in
emerging economes (Khoa, 2020). According 10 a report by Degenhard {2021), abour 1.9 bdlion peaple
are using maobile banking services in the world and this number is expected 1o grow to 2.5 billion
by 2024

Vietnams meobile banking rmarket began in 2003 but not until 2000 that it ruly developed with the partic-
ipation of many financial giants. The onling banking penetration rate in Vietnam has increased rapidly in recent
years, reaching 37.1% in 2023, and & projeced 0 continue it growth in the period 2004-2020 with a wtal of
128% points ([Degenhard, 2023). |7 the thind quaner of 3023, the transaction value conducted via mobile
banking channel reached 13724851 rillion Vietnamese dong, an inorease of 125% aver the same period in
22 (State Bank of Vietnam, 2024). This dernonstrates that the mobile banking market & very potential and
has a lot of room for development. Howesver, lilke mary other develaping counitries, mobile banking in Vietnam
is still in the early stages of development and faces numenaus limitations. For instance, the expansion of the
customer base B npol progressing as expected (Jamshidi et al, 2008) According to PwC (2000), 40% of
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custormers cease using a bank after hawing a negative experience, of encounterng tramsaction Imterruptions
due 1o poor Internet quality or online fraud (Basu et al, 2024).

Many current studies discuss that trust in traditional banks may mot lead to the adoption of mobdle
banking. Instead, assurances regarding Infrastructure and the influence of early adopters’ experlences
may help mobile banking users overcome this stagnation (Basu et al, 2024). In other words, the promo-
thion of intentlon to use technology relles on user readiness, influenced by thelr experiences with elec-
tronlc services and their expectations (Basw et al, 2024; Manu et al, 2021). Users may exhibit supportive
psychological attitudes towards services [Lemon & Verhoef, 2016), and share online banking experiences
on sacial media, with relathves, or friends (Sarmpale et al, 2017), which could influence the intention to
use for mon-users (Basu et al, 2024). Therefore, researching factors affecting post-experience satisfaction
and word-of-mouth behavior In moblle banking plays a cruclal role in promating Intention and usage
behavior, especially in developing countries,

Previous studies on mobile banking mostly focused on adoption intention, while post-adoption behaw-
bors rermaln underexplored (Clunowva-Shuleska et al, 2022, Additionally, the intention to continue usage
5 the most predicted behavior post-mobile banking adopuon (Mishra et al, 2023), while research on
customer word-of-mouth behavior remains relatively scarce.

Extart literature confirms word of mouth (WOM) ls an important factor affecing the attitude and transact-
Ing Intention i mobile banking (Sreepech et al, 2016} that the service providers meed to ke into consider-
ation. There have been a few previous studies on the role of ward of mouth in Influencdng consumer iIntenition
and behavior. For example, Mehrad and Mohammadi (2017) demonstrated that word-of-mouth (WO bas a
positive Impact on attitudes and Intertion to use moblle banking: Farzin et al (3021) showed that WOM medi-
ates the relationship between adoption intention and actual usage behavior of mobile banking users. Another
aspect of word-of-rmouth behavior Is electronic word-of-routh [@WOM], which Augusto and Torres (3018) val-
Idated its relationship to brand |dentification and brand equity of mokbde banking, thereby making oustomers
willling to pay a higher price for the bank Additonally, Sreepesh et al (2016) proved eWOM positive Impact on
attitudes towards mobifle banking, and Shankar et al (2030) presented that eWOM helps enhance the trust and
usage Imtention of users with mobile banking.

Horweerver, most of these studies have exarmined the role of WOM In the pre-mobile banking stage, which
means that they emphasized exploring how WOM influences consumer intention and behawor [Augusto &
Torres, 20018; Shankar et al, 2000 Sreejesh et al, 2016]. Casakd et al. (2008) explored the impact of satisfaction
and website usabllity on positve word-of-mouth behavior and customer loyalty In e-banking business, how-
ever, without considering the factors of system quality and Individual performance of e-hanking users. There s
a shortage of research examining word of moutiv as an outcome after custorners use mobile banking and we
take this as a gap to be addressed in this study We argue that the results after using mobile banking will affect
the satisfaction of users. Higher user satisfaction rate will lead to word-of-mouth behavior about the posithve
aspects of this finandal trading channel. This can motivate potential customers to trust mobdle banking and
mokivate them o use It To address this gap, we used The Hierarchy of Effects Model (HEM] (Lawidge & Steiner,
1821} and the signaling theory (Spence, 1973) to develop models and reseanch hypotheses. The main purpose
of this study |s to imwestigate the impact of individual performance and systern quality factors on wornd-of-
mouth behavier through the mediating role of oustomer satisfaction with maoblle banking. The research resulis
serve as the basis for us to propose some implications for mobile banking service providers to develop the
mabile banking market In Viemanm

The rest of the paper 5 organized as follows. Section 2 provides a theoretical overview and develops
research hypotheses. Section 3 describes the research methods used in the paper. Secton 4 presents the
main research results, while discussions on the results and implications will be presented in Section 5.
Finally, Section & draws some limitations and suggestions for future research.

2. Literature reviews
2.1. Mobile banking

Muobile banking has been described as one of the most important and promising technological break-
throughs in terms of growth potential in the banking business as well as mobile cormmerce (Jarmshidi
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et al,, 201E). Moblle banking allows customers to perform financlal transactbons (balance Inguiries, money
transfers, bill payments, etc) wia mobile devices, smartphones, or personal digital assistants. (PDA) (Lin,
2013} Moblle banking contributes to the walue creation for customers by helping them not to rely on
spacific space, time, of place of transactons (Choudrie et al, 20017 Lin, 2013). For banks, mobile banking
5 @ channel to provide the most effective service to customers with the best quality in a wide range,
wiiile helping to overcome limitations in branch expansion (Alalwan et al, 2017]; thereby helping banks
quickly gain a competitive advamtage (lamshidi et al, 201EL This explains why mobile banking has
become a widely researched topic In recent years, especially in developing countries. During the tme of
limited financial Infrastructure, moblle banking undoubtedly brings high efficlency to banks, thereby
ensuring the growth of the natlomal econormy (Malaguias & Hwang, 20019)

2.2, Word of mouth behavior

wWord of mouth (WOM) has long been recognized in many studies about consumer behavior as a form
of informal communication that influences decision-making In pursult of consumer goals (Augusto &
Torres, 2018; Cheung & Thadanl, 2012). There are many definitions of word of mouth by different authors.
In this study, word of mouth was defined as a form of Informal verbal communication that ocours
between individuals, erher through telephane, emall, malling lists, or any other method of communica-
thon about @ service or goods (Goyerte et al, 2010). Word of mouth Is known as the oldest means of
exchanging opinlons about the varlous goods and services offered In the marker (Goyette et al. 20100
Word-of-mouth opinlons can be both positve and negative (Goyette et al, 2010; Shankar et al, 2020).
Armong them, positive word of mouth has been recognized as an effective promaotional device (Hogan
et al, 2004). Compared with the information provided by businesses, consumers are more likely to trust
the Information shared by other consumers [Kim et al, 2015). The scope of this study s limited to exam-
ining the Impact of positive word of mouth on customers after using moblle banking.

2.3, Research model

The research model of this paper s developed based on the Hierarchy of Effects Model (HEM) of Lavidge
and Stelner (1961) and the skanaling theory (Spence, 1973} explaining custorner behavior. The HEM
masdel shows that custorners’ behavior has progressed In three stages: (a) cognltive, (b) affective, and (c)
conative stages [Pérez & Rodriguez del Bosque, 2015a). The cognitive stage s the user's perception of
the company of brand. The effective stage s the stage that deals with the customers ematlons, while
the conative stage deals with the customer’s behaviers and actions (Pérez & Rodriguez del Bosque,
2015h). Meanwhile, the signaling theory Indicates how individuals communicate information to others in
the context of the uncertainty (Spence, 1973). The theory application Is also extensively adapted to show
that effective signals about a firs product and service quality can change the consumer’s perception
as well as their behawvior |Li et al, 2015} Different signals can be conveyed to reciplents such as: website
quality, price, brand, or promotion... and these signals can change thelr perception and behavior [Dang
et al, 2020 LI et al, 3015).

The combdnation of the HEM theory and the signaling theory In this study provides a clear under-
standing of consumer declsion-making processes in the context of uncertain Information, espedally in
the early stages of mobile banking development in countries facing Issues such as bad experiences
with mobile banking (PwiC, 2020}, transaction Interruptions due to Internet quality, and online fraud
(Basu et al,, 2024). On the other hand, to investigate the motivations leading to word-of-mouth behay-
lor of mobile banking users, the integrated HEM-signaling theary model contributes to explaining how
users percelve signals about maoblle banking after experiencing it {cognitive stage) to change their per-
ceptlons (affective stage) and make word-ef-mouth decisions about moblle banking {conative stage).

Based on the guidance of the integrated HEM-signaling theory model, in this study the variables of
the customer’s cognitive stage Include two signals of “Systemn quality’ and ‘Individual performance’ that
mablle banking brings to ocustomers: and based on that perception, customers will form ermotions in
stage 2, the effective stage. ‘Custorner satisfaction’ Is the variable that reflects that emotion In the effiec-
tive stage; while ‘Customer word of mouth behavior' Is the wariable of the conative stage, showing the
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actions and results after the custorner is satisfied with the mobile banking service. Therefore, this study
uses the conceptual HEM model and signaling theory to develop a research model consisting of four
factors: Systern quality, individual performance, satisfaction, and customer word-of-mouth behavior. We
focus on exploring the relationship between system guality, and Individual performance to customer
satisfaction; and the relationship between customer satisfaction and word-of-mouth behavior (Figure 1)

2.4, Research theory development

2.4.1. Customer satisfaction and word of mouth

Custorner satisfaction Is a gemeral measure of the success or effectiveness of an Information system
(Chamerjee et al, 2018 Chung & Kwon, 2009; Delone & Mclean, 2003; Geebren et al, 2021; Tam &
Oliwedra, 2017). In a web-based systern, customer satisfaction depends on many factors including design,
content, website interface, navigation, and Information structure (Chung & Kwon, 2009} Tam and Olivelra
(2016] emphasized that user satisfaction s a result of the owerall quality provided by service providers
in the context of mobile banking. Satisfaction Is an Important factor in motivating custorners to continue
using the company’s products and services (Zhou, 2013), Increasing customer loyalty (Berrales et al,
2017}, enhancing positive word-of-rmouth behavior (Casalé et al, 2008; Sampaio et al, 2017], and improy-
Img busimess performance [Fomell, 1992}

In the context of mobile banking. since this |s the newest type of transaction channel in the banking
sectod, it also contains many hidden rsks |Malagulas & Hwang, 2019). Therefore, before adopting new
techinology, consumers often want to know the experience of existing users [Augusto & Torres, 2018)
about the features, utility, and performance of this type of transaction chanmel vo further reinforce trust
1o decide whether to use it {Shankar et al, 2020). In the post-use phase, consumers engage In word-of-
mouth with warlous goals and intentions, malnly to help other consumers, and prevent future erors
(Laughlin & MacDonald, 20100, reduce anger or cognitive dissonance [Veldizquez et al, 20715

Customers' positive word-of-mouth behavior has been proven to be one of the important conse-
qguences of satisfaction in the enline shopping (Zhang et al, 2017) and the e-banking sector (Casalé
et al., 2008 Sampabo et al, 201 7. According 1o the HEM theory approach, word-of-mouth behavier is
the result of the comative stage (doing), which s formed from customers’ perceptions (satisfied/dissatis-
fled] after using the product or service (effective stage - feeling). In this study, we argue that satisfied
customers after using mobile banking will lead to positive word-ef-mouth behavior about this type of
service to relevant people. Therefore, the research hypothesls is posed as:

Hi: Sehsfoction hos a positive effect on word-of-mouth of customers wsing mobile banking

2.4.2 System quality and customer satisfaction using mobile banking
Systern quality was merntioned for the first time in the sucoess model of DEM Information systems
{Delone & Mclean, 1992) as an independent varlable that has an impact on custemer satisfaction and

"
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Figure 1. Ressarch mosdel.
Scurce: Developed fram HEM Model and Signaling theory.
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Intention to use mobile banking. System quality measures the technical success of an Information system
(Delone & Mclean, 1992), as measured by ease of use, functionality, reliabllity, data quality, and
user-friendliness (All et al, 2023; Chatterjee et al, 2018: Delone & McLean, 2003; Tam & Olivelra, 2017).

In the context of e-commerce, system quality plays an even more important role due to the anonym-
Ity of service providers (Choudrie et al, 2017) and can be an important signal that banks need to conwey
1o moblle banking users. Besides, when one Intends to use I5AT, they usually try to understand the
quality of that system in all aspects (cognitive stage) and expect the systern to meet the performance
characteristics with less effort (Chamerjee et al, 2018), results in a better operating system experience
(Khan et al, 2023) and In that case, user satisfaction (In effective stage) tends to Increase (Tam & Olivelra,
20171 On the contrary, without these features, users may doubt the guality and ability to provide ser-
vices of the provider as this may Increase the difficulty in using the device and may hamper users’
intention to use the mobile banking (Sharma & Sharmma, 2019). This explains why Sharma and Sharma
(2019 study did not show a direct relationship between systemn guality and satisfaction and intention to
use maobile banking, while Lee and Chung (2009 and Tam and Olivelra (2017] found the opposite when
systern quality significantly inpacts wser satisfaction with mobile banking. Based on the abowve argu-
ments, it can be assumed that higher system quality can increase the satlsfaction of mobile banking
users, Therefore, the hypothesis is:

HE: Spstern guokity hat o positive dmpoct on customer sotisfacian wsing mobie banking

2.4.3. Individual performance and customer satisfaction

Performance may be interpreted In many different ways. Some authors assoclate performance with effec-
nwveness [Manzoor, 2012) and productivity (Adler & Benbunan-Fich, 2012); or a combinatien of both task
effectiveness and task efficlency {Tam & Tiago, 2015). In the field of 15T, Hou (2012) argues that the
‘Individual performance Impact of 15 refers to the actual performance of an imdividual using that system.
According to Goodhue and Thompson (1995), Individual performance 5 the result of the relevant use
between techmology and the task it suppaorts.

Individual performance is alse applied in many theoretical models in 13T industry with different
names and different varlable positions. Among them, some authors use Individual performance as the
dependent variable, which Is considered the outcorme after using 134T (Delone & Mclean, 19432; Goodhue
& Thompson, 19951 Some other authors consider individual performance as an independent variable,
which 5 a predictor of intention andfor behavior to use ST |pre-adoption) such as Davis (1989) with
the Percelved usefulness" variable, Thompson et al. (1991} with the Job fit' variable, Venkatesh et al
(2003), and Venkatesh et al. (2012) with the ‘performance expectancy’ variable. In this paper, individual
performance |s studied as an independent varlable in a cognitive stage of HEM, and Is conshdered under
bath the effectiveness and work-related efficlency of the individuals usimg mobile bamking. Accordinghy,
wndividual performance refers to the benafits 3 mobide banking ransaction can bring 1o the performer:
saving time in completing the task, enhancing work efficiency, and improving declshon-making progress
(Delone & Mcleam, 1392).

To the best of our knowledge, most of the previous studies on mobile banking have focused on the
relationship between performance and behavior to use moblle banking in the pre-adoption stage, such
as: attitude {Khan et al, 2023); intentlon (Farah et al, 2018; Farzin et al, 2021; Hanaflzadeh et al., 2014},
and use (Malagulas & Hwang, 2019); there are mot many studies demonstrating a positive relatonship
between performance and customer satlsfaction at the post-adoption stage. However, Suhartanto et al
(2019) demonstrated that perceived usefulness significantly impacts users’ satisfaction and Intention to
use mobdle banking. At the post-adoption stage, Sampalo et al. {2017} has proven that the benefits
broughit by mobile banking have a positive impact on customer satisfaction, such as ease of use, friend-
liness, and convenlence (time-saving, access to Information). Karjalwoto et al (2019) also shows that per-
celved benefits {regarding pragmatic and emotional wvalues] hawe a positive Impact on the owerall
satisfaction and commitment of customers using mobdle financlal services apps, espedially the pragmatic
values |effectiveness, usefulness, features, necessity, and comvenlence). This allows us to come up with
the idea that when the use of mobile banking brings users an improvement in performance and effi-
clency (time-saving, convenlent, and usefull, users will feel more satisfled. Therefore, the hypothesis is:
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H3: individug’ performonce hos o positive iImpact on customer salisfoction in wsing mobile banking

24.4. Mediating role of customer satisfaction

The mediating rale of customer satisfaction In this study Is developed based on the Signaling theory
(Spence, 1973} This theory justifies how individuals communicate information to others in the context
of uncertainty (Spence, 1973). In the flelds of business, signalling theory has been extensively adapted
to Justify how firms corvey information about thelr product and service quality to consumers (L et al,
2015). Researchers have also explored that effective signals can change the consumer's perception as
wiell as their behavior {Dang et al., 2020). Thus, the behavior of WOM Is predicted as customer's behawvior
after percelving satisfaction from experience on the signal of the systern quality and Individual perfor-
mance In using moblle banking.

In addition, Sampale et al (2017) also indicated that customers tend to recornmend thelr satisfaction
and benefits of mobile banking to friends and other customers. This recommendation of experienced
custamers |s WOM which is defined as the willingness of the custormer to suggest a product/service based
an their experience. In the context of mobile banking, several previous studies have alio confirmed that
custemer sansiacrion (5 positively correlated with word of mouth (Casald er al, 2008; Sampaio et al, 2017
Thang er al, 20017). Whale meeting system quality and Indiidual performance may result In a positive
WOM, this relathonship ultimately depends upon meeting customer satisfaction. In other words, while a
customer might experience good system quality and high individual performance, these esperiences
thamseles are mot a5 Intagral to thelr positive WOM as the customer behavior, which depends on their
percelved feelings as well Hence, customer satisfaction as perception In signaling theory s lkely 1o medi-
ate the effact of customer benefit received from system quality and individual performance signals on
WOM behaviors.

A paucity of recent studles has also explored something related to these mediating relations, that is
the studies of Trivedl and Yadav (2018} and de CGna (2021). Trivedi and Yadaw {2018] found that the
e-satlsfaction has mediated the effect of security, ease of use, trust and privacy concerns on the online
repurchasing behavior of Gen ¥ in India de Ona (2021 and Iman et al. {2023} have examined and con-
firmed the significant mediating role of customer satisfaction in the relationship between service quality
and behavioral intentions. Hence, besides strongly supported by signaling theory, these above empirical
findings also support the prediction of the mediating role of customer satisfacthon in the relatonship
between system guality as well as individual performance and WOM. Accordingly, the following hypoth-
eses have been developed:

Hia: Custormer satisfaction mediates the relationship between system quality and Word of mauth.

Hab: Custommer satisfaction mediates the relationship between individual performance and Word of mouthe

3. Research methodology

In this part, we presented the research methodology with 3key steps. The first step emphasizes on mea-
sures justification, the second step presented data collection method and the last one 5 data processing
Method and Respondent Frofile as follows:

3.1. Measures

The wvarlables and items in this study were collected from previows research documents related to mobile
banking to select the most sultable scales, measuring 02 independent varables (System guality, Individual
performance], 01 mediating varable (Custamer satisfaction), and 01 dependent varlable {Word of mouth
behavior], which are shown In Table 1. The variable *System guality’ consists of 5 scales, inherited from
the study of Tam and Olivelra {2017). The varable ‘Individual performance’ includes 03 scales inherted
fram Tam and Olivelra (2017). The varable Customer satisfaction’ has 03 Inherited scales of Sharmma and
Sharma (2019] and 01 Inherited scale Tam and Oliveira (2017). The variable ‘Word of mouth’ includes 03
scales inherited from Mehrad and Mohammadi (2017).
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Table 1. Variabdes and items of the research madel.

ariabl Code Ibems Factor |nadi Sourne
1. Bysbem cuality (SY50| V01 Mobie banking IMB| app & sasy o novigaie 350 Tam amd Oliveia [2007]
Y502 MB app allows me to eadly fimd thae 3731
infarrration | am loaking far
Y53 ME app s well struciured 0508
SYSO4  MB app s eaty o use 0385
SY505 ME app offers appropriase functionaliny o364
. Wndividual perfcemance (F1 F1 The WB crables me 1o accomplish tasis 05935 Tam and Oliveira (2017
more quidily
F1 The MB makes £ easher b acoomplih ks 95T
F3 The MB s usefl for my job 1337
1. Omtomer Swkfaction (5A)  SAl | am mtishied that MB meets my noeds [VEE Sharma and Starma (2008);
512 | am wiished with the efectiveness of MB il k13 Tam and Oliwwira (3017}
5431 | am witisfed with the performance of ME 3380
Ehd hrﬂuﬂ,f‘mu‘lﬁdwﬂ'lﬂlﬂuﬂh 502
anking sarvice.
4. wWard of Mouth |Wakd) WoM1 1wl talk about the power of ME with 0375 Mebrad and Mohammad
praple | know i
Wiz | will talk about MB in a rather PaskmE wa 500
WolE  If you ask me about mobile baking, I 0393

coviainly recommaend it

3.2, Data collection method

We use the reverse translation method to ensure the reliability of the questionnalre (Bulmer &
Warwick, 2005). The guestionnalre was translated from English to Vietnamese by a group of English
experts, then translated again from Vietnamese inte English by another group of experts, and then
compared the two translations to adjust for the semantical difference. The questions are designed
as closed-ended questions, using a 7-point Likert scale from 1 (Strongly disagreel tw 7
(strongly agree].

The sample of this study Is individual customers between the ages of 18-40. This consumer group s
considered as a sultable customer group for mobile banking by possessing the following characteristics:
spending a lot of time with thelr mobile phones, being early adapters to new technology, and freguently
useingtechnology as well as services on major moblle platforms (Kumar & Lim, 3008; Malaguias & Hwang,
2016; Sharcea, 2019).

Regarding the sample size, the study used the structural model analysks methed PLS-SEM (Partial
Least Squares — SEM] to assess the measurement model and the structural model. This technigue does
nat reguire nommally distributed data and can be performed with small sample sizes, and a sample size
of 100-200 is often a good start for performing path modeling (Howle, 1995). For this study, we orginally
planned to hawve a sample size of 500

Since it is Impossible to obtain a complete list of customers aged 18-40 in Vietnam, a
non-probability convenience sampling technique was used to collect the research sample. We con-
duct the survey simultaneously through the internet and hand out the survey in person. Direct
surveys are mainly used In the Nerthern reglon. We hawe tried to reach out te mobile banking
users In many provinces/cities in the reglon with the support of collabosators In some provinces/
cities with a higher level of development such as Hanol, Hung Yen, Bac Glang, Nam Dinh, Thanh
Hoa, Hal Duong, Hal Phong. 250 surveys were Initally distributed and 176 answers were collected
(response rate reached 70.4%). Regarding online surwveys, we create surveys via the link: httpy//docs.
google.com and conduct surveys via Facebook to better reach customers in the central and south-
arn reglons. Facebook was chosen because It is the most popular social metwork in Vietnam with
52,6 million users by 2023 [Degenhard, 2024). After a month of conducting the survey, there were
205 respondents. Thus, with both forms of survey, a total of 381 answers were collected, after
removing 23 answers with Invalld survey subjects, the author group obtained 358 walld responses.
However, in order to objectively assess the custorner's trust and performance In using mobile bank-
Iing. this study only uses the gquestionnaires of the respondents with 1year or more experience in
using mobile banking. For this guestionnaire, the number of responses that met this criterlon was
297, This number of responses met the minimum size required to ensure the reliability of the ana-
Iytical results {Hoyle, 1995).
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3.3, Data processing method and respondent profile

In this study, after using 5P5% 22.0 for cleaning data and descriptive analysis {Table 2), we use Smart
PLS-SEM based on smart PLS Software 4.0 because [t is suitable and powerful to examine the predictable
model (Hair et al, 2019). Accordingly, the data will be analyzed in two stages: First, the measurement
model analysis |s evaluated to determine the rellability and validity of the scale, calculate the value of
the scale, as well the distinction of varables. Second, analyze the structural model to examine the rala-
tionship between the latent variables and the mediating Impact of the satisfaction factor on the depen-
dent varlable ‘Word of mouth’ in the research model.

The survey sample statistics show that the majority of respondents are male [549.3%) and the com-
mon age |s 16-30 (accounting for 87.9%). Most of the respomdents (81.5%) have a bachelors degres,
only a few have a high school diploma {10.8%) and 7,8% of them have a master's degree or higher. In
terms of income structure, most of the surveyed sarmple structure has low Income [under 10 million/
manth, accounting for 71.4%) and medium Income level (from 11 to 20 million, accounting for 17.8%).
Regarding the experience of using moblle banking, up to 86.2% of the respondents have only 1-5years
of experlence, and the rest [13.8%) have more than Syears of experience. Regarding the frequency of
moblle banking usage, the most common answer k5 weekly use (45.5%), but also 27.3% of respondents
hawve a high frequency of use (dally use), and the remaining 26.3% have a low frequency of use (use
momthiy].

On the other hand, Common Method Varlance (CMV) Is a possible kind of blas that may happen in
data collection. Hence, based on the study of Podsakoff et al (2003), this research controlled CMY by
both methods, procedural and statistical control Firsthy, with the procedural control, the survey question-
nalre did not Include any quastion asking about the name or the personal Informatkon of the respon-
dent, and this is also assured to treat confidentiality for research purpose only. Hence, respondents were
assured anonymity and were also told that there were no Aght or wrong answers. The questionnalre s
also presemted by the transparent term with added information to explain clearly. Secondly, in terms of
the statistical contral, we applied Harman's Single Factor Test to our dataset to address potential com-
mon method blas. The exploratory factor analysis (EFA) indicated that the total varlance explained by a
single factor |s 44.202%, which falls below the 50% thresheld as suggested by Mahmud et al (2017}
Based on these findings, we conclude that cormmon method blas does not pose a significant issue in
our datazet. Refer to Appendix & for detalled results.

Table 2. Survey sample characteristics.

Demagraghic Catzgories Frequancy Frocentage
Gender Made o6 L
Female 191 B4.3%
Tatal 297 noa
A FE-30 1 ar.oE
31-40 36 111%
Tatal 7 noa
Income per month jmillicn of VMDY <10 D 7%
11=20 5% 17.6%
21-30 1% 4.85%
31-40 1 17%
=41 B ]
Tatal aF 1o
Mobile banking Expericnoe I=Syears i56 BaI%
=5years a 13.6%
Tatal aar nod
Education Level High schiool or kesr 3z 10.E%
Bachelor Mz 81.5%
Plister 1B &%
Docter/PhIH 5 1.7%
Tatal ar noa
Intersity of using mobile banking  Everyday a1 T I%
Ewery work 135 d5.5%
Ewery month 7B 26.3%
Others 3 1.0%
Tatal 97 10d
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4. Findings
4.1. Assessing measurement model

The assessrment of the measurement model assessing process In PLS-5EM s performed by the reli-
ability statistics of Internal consistency, convergent value, and discriminant value. Since latent varl-
ables in the research rmodel are reflective variables, the convergent wvalue of the scales in measuring
each variable reflacting the relevance of these scales will be measured based on Outer loading cri-
terla and the Average varlance extracted [AVE) (Halr et al., 2018). Accordingly, the outerleading value
neads to be greater than or equal to 0.7 and the AVE needs to be greater than or equal to 0.5 (Hair
et al., 201&).

To assess the conslstency of the scales of each varlable, this study applies both Compasite Reliabiliny
- CR and Cronbach Alpha (Halr et al, 2016 Henseler et al, 2009). According ly, beth of these criterla need
o reach wvalues greater tham 06 for exploratory stodies and will reach good rellance when these two
values are greater tham 0.7 [Hair et al, 2016}

From Table 3, it can be seen that the outer loading coefficient of all observed wvariables in the research
madel has a value greater than 0.7, showing that the iterns are qualified {Sarstedt et al, 2014). On the
other hand, the resulis from Table 3 also show that the Cronbach alpha coeffickents of all varables in
the research model range (0.868-0.936); CR coefficents of 04 varables are in the range (0.919-0.959),
wiich rmeans that the scales of each variable ensure consistent rellability {Halr et al., 2016). The AVE of
the varlables ranges from 0.768 to 0BT, which Is gualified according to Halr et al. (2018). Therefore, the
conslstency and comvergence of the scale as well as the validity of the varables in the research model
are guaranteed to be used for correlation analysks (Halr et al, 2016}

Discrimination Indicates how different a scale Is when compared to other scales In the model. Te test
the discriminant of the varlables in the research model, the square root index of AVE (Fornell & Larcker,
1981} and the HTMT Index HTMT (Henseler et al. 2015) can be used simultanecusty. Discrimination
between constructs |s guaranteed when the square root of average varlance extracted (AVE) of each
latent warable is greater than all the correlaton: between the latent varlables. Basides, the HTMT value
must be guaranteed o be less than 0.85 according to Rline (20150 or less than 0.9 as suggested by
Henseler et al. [2015).

The results from Tables 4 and 5 show that the sguare root of the average varlance extracted (AVE) of
each varlable ks larger than the correlation coefficlents with all other corresponding variables. This indi-
cates that each latent varlable in the model better explains the vanance of its own scales than the
variance of the other latent warlables (Hair et al, 2014). The HTMT index of each pair of structures s less
than 0.85; therefore, criteria for discriminant validity were established (Kline, 2015). In other words, the
model ensures the reliability of the difference between the variables to conduct further amalysls (Figure 2).

Tﬂ;ltl 3. Measurement model assessing resuits

Consnichs e ssocated Ibems Outrr laading Cranbachs alpha R E
Customer Satisfaction 0322 am3 03
5A1 DBEl

SA% LLEL]

5A3 D BED

SAL Daal

System quality 0504 0.5 0768
SYEON Dasd

WSO LE:RE]

By EoeE ] 05

SWE0M DBES

SWE0S L

Indisicoal pl:fl'nrrnm 0336 om7? oaar
IP1 LLEY

IPZ Dasl

IF3 Lk

Worth of Mauth 0GR QET2 om
Woktl DATS

Woktd 0900

Wkt [(F:E ]
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Table 4. Discriminant validity (Fomell and Larckes).

Cutsomars Satifaction Individual Parformance Systam gualkity Waird- af-Mauth
Customers Satisiacion 0.90%0
Individial Performance 753 0542
System quality 0557 0556 0.876
\word-af-fouth 705 sg Qela 0.88%

Table 5. Descriminant validity HTMT)

Cusomars Satisfaction Individual Parformance System guality Word- of-Mouth
Customers Satistaction
Indisidisl Perloemance DA
Sysiem qual iy om 0539
ward-af-Mauth 0785 DuE5E 0639

Fi
-
¥ AL
-t
I el Predomance:

Figure 2. Measurermnent mosdel.

4.2, Assessing structural model

The assessment of the structural model im this study was carrled out according to the approach of
Hair et al. (2016); whereby the criterlon |5 evaluated Including the test for rmulticellinearity (VIF),
path coefficient (f), effect size (7], coefficlent of determination (R?), and testing of hypotheses. First,
to ensure that the model does not have multicellinearity, the VIF index needs to be less than 5 (Hair
et al., 2016} The results show that all VIF values are between 1,000 and 1,448, thus confirming that
multicollinearity was not a concern b this study. In additien, the VIF values im this study are also
qualifled based om Faul Allison's suggestion that the accepted cut-off for VIF |s 2.5 (Alllsen, 2012).
Hence, there is ne multicollinearity problermn among the wvariables and it ensures the reliability of
the study.

Mext, 1o evaluate the FLS-5EM structural model, the Bootstrapping procedure was performed with a
magnification factor of 5000 subsamples [Chim, 1998). After assessing the maln measurement model as
the external model, the study conducts the assessment of the internal model (structural model) to be
analyzed to specifically estimate the relationship between latent variables. To evaluate the model as well
as test the research hypotheses, the Imdexes used include the Path Coefficents, T-Value, P-Value, the
affect size f* and the confidence interval CI and R [Halr et al, 2018

Table & shows the results after testing the research hypotheses in the model according to which all
hypotheses H1, H2, and H3 are supporied by having T Values =185, P Values < 0,05, and zero excluding
In Confident Intervals (Hair et al, 2016). This means that banks can enhance customer satisfaction by
Improving the system quality and individual performance that mobile banking applications can brimg to
customers, thereby promoting their word-of-mouth behaviors about mobile banking. The two indirect
effects which are H4a and Hab are also supported with all qualified oriterla of T Walues, P value and
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Table 6. Structural Medel evaluation and hypothess testing results.

Confiderce Ineerval Bivs

Copmpcind

Hypathass P T Valuts F ualues LL uL Supported
H1. Cistomier Satifaction = Weoed of Meuth o7ns 11735 <1 0545 075l YES
HE. System Ouality - Customer Satistaction 0345 G407 il 0354 0433 YES
Hi. Indvidual Performance - Customer Satsfaction 0561 10728 il T4ER 058 YES
Héa. System Qualiny =+ Customer Sasfaction < Ward 0243 5762 <1 0163 038 YES

of Mauth
Héb individual Frrformance = Customer Satisfaction 0395 837 <1 036 0473 YES

Wioed of Mouth
Table 7. Efect size (F) and RE

F WF Adjusted R Square

Castomer Sytidacton - 'Woed of Mouth S8 N0 D988 1.000
Individual Perfomance - Customer Sakistoction (1P-5A) 1T 1.443
System quality = Customer Satisfaction (S7S0.85A) a3 1.443
Castomer Satisaction (5A) 0585
weord of Mouth AN 0485

confldence Interval. These findings supported the mediating role of customer satisfaction in the relation-
ship between systemn quality as well as Individual performance and word of rmouth.

According to J. Cohen [1988), F at the values of 0.02, 015, and 0.35 respectivaly represent insignifi-
cant, moderate, and strong effect sizes. The results from Table 7 show that customer satisfaction has the
strongest and most positive Impact on customer word-of-mouth behavior about mobdle banking with a
coefflcient 7 of 0983,

Among the factors affecting custormer satisfaction, individual performance has a strong Impact (F=
0.617), and systern guality has an awerage effect size with the coefficient # = 0234,

The coefficient of determination (R?) represents the percentage of varlation on endogenous variables
that is explained by exogenous variables In the research model (Hair et al, 2014). (The Adjusted R Square
value of the Custorner’s Satisfaction [54) varable is D696 and that of the Word of Mouth [WOM) s 0.495,
corresponding to the strong (540 amd mediate (WOM) levels of explanation as suggested by Cohen
(19E8). This shows that the exogenous vanables in the model explained 49.5% of the variation of ‘word
of mouth’ and 64.6% of the varlation of ‘customer satlsfaction’ wskng mobile banking. In addition, to
examine the level of predictive accuracy of the path model comparing the arlginal values (Chin, 1998),
the predictive relevance (¥} was applied to reflective endogenous constructs. The predictive relevamce
of exogenous constructs |s confirmed when OF is greater than zero (Halr et al, 2016 The predictive
relevance was considered as small. medium and large when the OF values are 0.02, 0.15 and 0.35 accord-
Imgly for an endogenous construct (Halr et al, 20061 The finding In this study Indlcated that predictive
relevance of custorner satisfaction is 0.642 and word of mouth is 0.44. Hence, the research model in the
present study has a large level of predictive relevance for customer satisfaction and worth of mouth
(Figura 3].

5. Discussion and implications
5.1. Discussion

This study alms to examine the impact of imdividual performance factors and system quality on word-of-
mouth behawior about mebile banking through the mediating role of custormer satisfaction. The resulis
of this study are significant for promoting the strong development of mobile banking in Vietnarm in the
post-pandemic context. With the rapld development of mobile banking In Wietnam, many banks have
been implermenting strategles and tactics to increase their market share in the mobile banking market
and focus on customer satisfaction. Customer satisfaction can lead to positive results such as Increasing
usage of mobile banking, loyalty to the bank, and positive word of mouth about mobidle banking to
those around. Word of mouth Is an effective form of promotion to potential customers because of its
rellability {(Hogan et al., 2004; Kim et al, 2015).
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Figure 3. Structural mudel,

The results of this study support all three hypotheses (H1, HZ, H3) on motivations affecting custormer
satisfaction amd word-of-mouth behavior about mobile banking. Our research model explains a &.6%
varlaton in ‘Customer satisfaction” using mobile banking and a 49.5% varlation of "Word of mouth! These
Indicators are higher than some previous studles related to satisfaction (Chatterjee et al, 2018 Gao &
Bal, 2014; Karjaluote et al, 2019) and word-of-mouth behavior of customers (Cazald et al., 2008} in the
mablle banking sector. From this study, the direct and causal relationship betwean customer satisfaction
and thelr word-of-mouth behavior has been proved both conceptually and empirically with a path coef-
ficlent of 0.705 and an effect size of £ of 0.988, which is at a very high level according ta Cohen [1988)
principle. This result once again confirms the relationship In previous studies which also exists In molile
banking (Casald et al, 2008; Sampaio et al. 20017} and online store (Zhang et al., 2007).

On the other hand, this finding alsc sheds Nght on the madiating role of customer satisfaction in the
relatiomship betwean systern quality as well as individual performance, and word of mouth. Word of
Mouth (WOM) has long been recognized as one of the most important factors that influence
declslon-making In pursuit of consumer geals (Auvgusto & Tomes, 2018; Cheung & Thadamd, 2012).
Enhancing high positive wiord of mouth 5 much more important for flims to attract customers In the
context of Infarmation owerload In our soclety. We provide initlal evidence to justify the mediating mech-
anlsm of customer satisfaction In the relationship between system quality and WOM as well as between
Individual performance and WOM. Hence, this finding suggests an effective way for the firm to enhance
positive word-of-mouth channels by Improving system quality and leveraging individual perforrmance to
satlsfies users. This k5 also an Important empirical study to advance knowledge and provide a foundation
for extending the application of skanaling theory in business management (LI et al, 2015 Spence, 1973).

Regarding the factors affecting customer satisfaction wsing moblle banking, although there have
been a few previous studies on the relationship between the benefits of moblle banking and customer
satisfaction, this study is the first to test the relationship between Individual performance (both effec-
tiveness and efficiencyl and customer satlsfaction after using moblle banking (post-adoption). As
expected, the research results show that individual performance is the strongest factor affecting cus-
tomer satlsfaction (path coefficlent |s 0561, effect size P=0.617). Accordingly, the path coefficient s
presented as a standardised beta coefficent and has a positive value (0.561) that indicates the positive
relatbonship between individual performance and customer satisfaction. In addition, the effect size ()
{0 .617) Is greater than 0.35 which asserts the large effect size of individual performance on customer
satisfaction (Cohen, 1988). This result is quite similar to the previous study by Sampaio et al [2017) and
Karjaluoto et al. (2019). In fact, the prevalence of moblle banking services compared to other types of
banking services brings users significant benefits such as quick, immediate, and personalized services
(Farzin et al, 2021), which helps them perform tasks better and may lead to higher levels of satisfaction
(Tam & Olivelra, 20171

Besides, Systemn Quality’ also positively impacts customer satisfaction with a path coefficlent of 0.345
and f1=0234. This means that customers are very concerned about the technical aspects of the mobile
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banking system such as ease of use, user-friendly Interface, and reliable and stable operation. In the
context of developing countries where issues with mobile banking service experiences are still prevalent
(Pwi, 2020) and transaction interruptions occur (Basu et al, 2024), the guality of the mobile banking
systern has a greater Influence on user satisfaction. This result codnchdes with many previous studies by
Tarn and Oliveira (2017), Sharma et al. [2017), Zhou (2013) but is in contrast with the research results of
Sharma and Sharma [2019), Chatterjee et al. (2018). The confirmation of the two hypotheses H2 and H3
implies that Vietnamese consumers are mast Interested in the effectiveness and efficlency that rmobdle
banking brings to their work, besides the experence of friendliness, ease of use, and the features that
mobile banking applications offer. The higher the customer satisfaction with Individual performance and
systern quality of mobile banking, the greater the customer satisfaction using this service

5.2, Theoretical implications

‘With the increasing prevalence of smariphones and moblle applications, mobdle banking |s predicted to
become even more widespread in the near future (Khan et al, 2023). However, for countries in the early
stages of mobile banking development, providing a word-of-mouth channel about mobile banking will
help users feel more confident and better axploit the benafits of this service. To understand the mech-
anlsm leading te word-of-mouth behavior about moblle banking through the mediating role of custormer
satisfaction, we have proposed a reseanch model based on the combination of two foundational theorles,
HEM and the Signaling theory, with factors of systern quality, individual performance, satisfaction, and
wiord-of-mouth behavior.

Firstly, this nowvel study extended the adoption of signaling theory and HEM in business management
with a solidly confirmed research model, remarkably In the context of information exlosion LI et al.,
2015 Spence, 1973). It Is also initlal evidence to explain the mediating mechaniem of custormer satisfac-
ton in the relationship between system quality and WOM as well as between individual performance
and 'WOM. It Is not simply only about product or service quality [self, this reminds researchers to pay
more attention to the realistic benefit for custorners which is individual performance. The favorable per-
ception and pasitive behaviors are only generated when customers have real benefits from thelr experi-
ence. Hence, the exploftation of the direct effect of individual performance besides system quality on
customer satisfaction and its Indirect effect on word of mouth sheds new light on our understanding of
the relationship between organizational signals and customers’ perceptions and between thelr percap-
tions amd behaviors.

5.3. Practical implications

Once the most cash-dependent country In Southeast Asla, Vietnam has witnessed shgnificant growth in
mon-cash payments In recent years (Statista, 2023). This result can be attributed to the efforts of relevant
partles [Government, State Bank, banks. Interagency bodies, etc) In establishing legal framewarks and
mechanisms to promote people’s adoption of moblle banking behaviors.

In terms of practical implications, the results of this study have an Imporant role for bank managers,
especially banks that consider mobile banking as their main direction In the growth strategy in Vietnam's
banking market. Although mobile banking s only in the early stages of development, competition
between banks (s becoming tougher. Enhancing oustomer satisfacton and word-of-mouth behavior Is
essentlal to increase banks' competitiveness.

In the context of a developing country where the poorly individual performance in finance man-
agement |5 one of the biggest soclal problems and word-of-mouth becomes one of the most powerful
communication channels, the findings of this study bring a slanificant contribution to business practi-
tioners in the Vietnamese banking industry. The study sheds light on the importance of customer
satisfaction in driving word-of-mouth behavior and recommends that banks focus on improving indi-
vidual performance and moblle banking systern quality. This is valuable and empirical evidence reminds
banmking managers to focus on solving the most concemn problem in personal finance management in
Vietnarn. This problem s alse highlighted by the chalrman of the Vietnam Financial Consultants
Association (WFCA) (Vietnam MNews, 2023). He has Indicated ‘the problems faced by individuals i
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securing thelr financlal future and achleving their financial goals have been exacerbated by unreliable
and shallow resources on personal finance avallable on the Internet’ Hence, bank managers should
strengthen thelr bank's service quality and customer performance by enriching thelr mobile apps func-
tions and contents, such as guidelines to improve finance management knowledge and skills. This is
a remarkable contribution for business practitioners and customers as well as because ‘over 80 percent
of respondents admit to having little interest and knowledge in personal finance' in Vietnam [(Vietnam
Mews, 2023).

In addition, Vietnam banks need to focus on designing mobile banking applications with high qual-
Ity, easy access, compatible with varlous operating systern platforms on moblle devices, Improving the
ease of use and navigation of mobile banking applications; smoothening the access and search pro-
cess about the services moblle banking application provides to customers. In addition, mobile banking
applications need to help users complete transactions more quickly and easily than other forms of
transactions. Mext, the application needs to provide |15 users with varlous ways to carry out tramsac-
tions so that it can serve a wide range of users. For example: In addition to the basic services such as
wire wransfer, OR pay, bill payment lelectricity, Internet, ._.], and erdering services (booking air tickets,
hatel rooms, erderng flowers, ...} other additlonal features should also be taken into consideration,
such as online loam support; interest calculation tools; open an online savings account; withdraw
money at ATM without using a physical ATM card, transfer money internationally, etc. This study assists
the development of these strategies and policles and thereby provides better system quality and also
considers enhancement of higher Individual performance for customers. Bank managers should also
Invest In longer-lasting relationship policies with customers. Customer satisfaction In using banking
moblle apps helped customears generate positive word of mouth.

6. Limitations and further research

Besides the significant contribution, this study alse has some lmitations. Firstly, we focus mainly on
young custormers in the age group of 18-40years old; Therefore, future research could expand the
survey subjects to different age groups and clarify the differences regarding the behavior of custormers
using moblle banking at different ages. Second, we only focus on the satlsfaction and word-ef-mauth
behavior of custormers using mobile banking, while the behavior of customers using banking services
on other technologies may differ. Third, this study focuses mainly on the role of individual perfor-
mance and system quality on satisfaction and word-of-rmouth behavior of mobile banking users: future
studbes can expand the scope of research to other factors that can affect customer satisfaction and
wiord-of-mouth behavior such as information quality, brand value, cost, customer's characterlstics or
other control variables,
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