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behavior from the user, immediately eroding the integrity dimension of trust (Mayer et al., 

1995) and forcing them to adopt a high-risk perception (Kaur & Dhir, 2021). Thus, 

transparency is not just a convenience, but a critical foundation for security.  

Furthermore, Perceived Deception had a significant positive effect on Perceived Risk (P-

Value 0.000). From a Signal Theory perspective, information serves as a signal of service 

quality. When such signals are perceived as manipulative or ambiguous, users associate 

them with high risk. Kaur and Dhir (2021) support this relationship by showing that 

perceived manipulation increases users' concerns about potential losses. Therefore, 

communication transparency is a crucial factor in mitigating risk and maintaining trust.  

Our finding that Trust did not significantly influence Intention to Continue Use (P-Value 

0.173) presents a notable 'Trust Paradox' and deviates from traditional models (Gefen et al., 

2003). In the highly competitive and risk-sensitive Indonesian digital banking market, we 

posit that Trust has transitioned into a Hygiene Factor: it is the baseline requirement for 

service entry, but not the primary driver of long-term loyalty. This outcome aligns with 

ECT (Bhattacherjee, 2001), where actual post-confirmation satisfaction derived from 

continuous good technical and operational experience is more dominant in driving 

continuance intention than mere institutional trust.  

Perceived Risk was found crucially to significantly influence Intention to Continue Use (P-

Value 0.000, β= 0.081). This confirms the Dominance of Protective Factors over utilitarian 

ones in the high-stakes financial sector. The result strongly supports the behavioral 

economics concept of Loss Aversion, where digital banking users are psychologically more 

sensitive to potential financial or data losses (Bauer, 1960) than they are to functional gains.  

This is particularly pronounced in the Indonesian context, where high-profile cybercrime 

issues reinforce users’ defensive stance, making risk mitigation strategies the top priority 

for ensuring user loyalty (Raza et al., 2021; Alalwan, 2020).  

Conclusion and Suggestion  
Conclusion  

This study analyzed the effects of perceived usefulness, perceived ease of use, and 

perceived deception on continuance intention in mobile banking applications, considering 

the roles of trust and perceived risk. The results show that perceived usefulness and trust 

positively influence continuance intention, indicating that perceived benefits and user trust 

are important factors in encouraging the continued use of mobile banking applications. 

Conversely, perceived risk negatively influences continuance intention, suggesting that 

higher perceived risk reduces users’ likelihood of continuing to use the service. In addition, 

perceived deception was found to affect trust and perceived risk, indicating that perceptions 

of unclear or less transparent information can reduce trust and increase users’ perceived 

risk. Overall, these findings emphasize the importance of information transparency, system 

security, and service benefits in supporting the sustainable use of mobile banking 

applications.  

Suggestion  

Mobile banking service providers should continuously improve system quality, strengthen 

transaction security, and ensure that all information provided to users is clear, accurate, and 

transparent. These efforts are important to enhance user trust, reduce perceived risk, and 
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encourage continued use of mobile banking services. Future studies are recommended to 

expand the research model by adding other relevant variables and involving a broader range 

of respondents to obtain a more comprehensive understanding of user behavior in digital 

financial services.  

References  
Ajzen, I., & Fishbein, M. (1975). Belief, attitude, intention and behavior: An introduction 

to theory and research. Addison-Wesley.  

Alalwan, A. A., Dwivedi, Y. K., Rana, N. P., & Williams, M. D. (2017). Examining factors 

influencing Jordanian customers’ intentions and adoption of mobile banking. 

Information Systems Management, 34(3), 229–243. 

https://doi.org/10.1080/10580530.2017.1331442  

Alghazi, S., Nguyen, B., & Simkin, L. (2023). The influence of perceived risk on digital 

banking adoption. Journal of Financial Services Marketing, 28(1), 45–60. 

https://doi.org/10.1057/s41264-022-00170-1  

Ananda, R., & Lestari, D. (2025). The role of perceived ease of use in digital banking 

adoption. Jurnal Manajemen Teknologi, 24(1), 15–28.  

Bhattacherjee, A. (2001). Understanding information systems continuance: An 

expectation–confirmation model. MIS Quarterly, 25(3), 351–370. 

https://doi.org/10.2307/3250921  

Chong, A. Y. L. (2019). Understanding mobile commerce continuance intentions. Internet 

Research, 29(1), 125– 148. https://doi.org/10.1108/IntR-06-2017-0208  

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of 

information technology. MIS Quarterly, 13(3), 319–340. 

https://doi.org/10.2307/249008  

Featherman, M. S., & Pavlou, P. A. (2003). Predicting e-services adoption: A perceived 

risk facets perspective.  

International Journal of Human-Computer Studies, 59(4), 451–474. 

https://doi.org/10.1016/S10715819(03)00111-3  

Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in online shopping: An 

integrated model. MIS Quarterly, 27(1), 51–90. https://doi.org/10.2307/30036519  

Ghozali, I., & Latan, H. (2020). Partial least squares: Konsep, teknik, dan aplikasi 

menggunakan SmartPLS 3.0 (Edisi 2). Badan Penerbit Universitas Diponegoro.  

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate data analysis 

(7th ed.). Pearson.  

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2022). A primer on partial least 

squares structural equation modeling (PLS-SEM) (3rd ed.). Sage Publications.  

Hermawan, A., & Paramita, E. (2021). Determinants of e-wallet adoption in Indonesia. 

Jurnal Keuangan dan Perbankan, 25(3), 421–435.  



 

17 
 

Hidayat, R., Nugroho, L., & Rachmawati, R. (2023). The role of perceived risk in mobile 

banking continuance intention. Jurnal Manajemen dan Bisnis Indonesia, 10(2), 134–

148.  

Hoehle, H., Venkatesh, V., & Thong, J. Y. L. (2012). The role of IT in user continuance. 

European Journal of Information Systems, 21(2), 156–173. 

https://doi.org/10.1057/ejis.2011.38  

King, W. R., & He, J. (2022). A meta-analysis of the technology acceptance model. 

Information & Management, 59(4), 103–120. 

https://doi.org/10.1016/j.im.2021.103451  

Makararkandy, A., Al-Jabri, I., & Ravindran, S. (2017). Innovation adoption in online 

banking. Information Systems Frontiers, 19(2), 1–18. 

https://doi.org/10.1007/s10796-015-9577-7  

Nguyen, T. T., Tran, V. D., & Pham, H. T. (2023). Factors influencing continuance 

intention of mobile banking services. Journal of Asian Business Research, 12(1), 44–

60. https://doi.org/10.55493/abrv.v12i1.2502  

Nguyen, T. T., Tran, V. D., & Pham, H. T. (2024). The role of trust in mobile payment 

adoption. International Journal of Bank Marketing, 42(1), 85–102. 

https://doi.org/10.1108/IJBM-03-2023-0099  

Nugroho, L., & Rachmawati, R. (2023). Determinants of mobile banking continuance 

intention in Indonesia. Jurnal Keuangan dan Perbankan Indonesia, 27(1), 55–72.  

Oliveira, T., Faria, M., Thomas, M. A., & Popovič, A. (2016). Extending the TAM to 

mobile banking adoption. Information Systems Frontiers, 18(4), 689–703. 

https://doi.org/10.1007/s10796-014-9457-6  

Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of satisfaction 

decisions. Journal of Marketing Research, 17(4), 460–469. 

https://doi.org/10.1177/002224378001700405  

Pratama, A., & Sari, D. (2021). The effect of service transparency on trust in digital 

banking. Jurnal Ekonomi Digital, 5(2), 89–101.  

Prayudi, A., Rahmawati, D., & Kurniawan, T. (2022). The mediating role of trust in mobile 

banking adoption. Jurnal Manajemen dan Kewirausahaan, 24(3), 211–224.  

Preacher, K. J., & Hayes, A. F. (2008). Asymptotic and resampling strategies for assessing 

and comparing indirect effects. Behavior Research Methods, 40(3), 879–891. 

https://doi.org/10.3758/BRM.40.3.879  

Putri, A. R., & Nugroho, A. (2021). Pengaruh kepercayaan terhadap niat penggunaan 

berkelanjutan layanan mobile banking di Indonesia. Jurnal Ilmiah Manajemen, 

11(2), 85–97.  

Rabbani, A. (2023). The impact of perceived usefulness on perceived risk in fintech 

adoption. Jurnal Sistem Informasi Indonesia, 9(1), 34–47.  



 

18 
 

Román, S., Riquelme, I. P., & Iacobucci, D. (2019). Perceived deception in online 

consumer reviews: Antecedents, consequences, and moderators. Journal of Business 

Research, 95, 1–13. https://doi.org/10.1016/j.jbusres.2018.09.025  

Sari, D. P., & Wijaya, T. (2022). Pengaruh perceived risk terhadap continuance intention 

pengguna mobile banking. Jurnal Ekonomi dan Keuangan Digital, 4(1), 33–45.  

Sekaran, U., & Bougie, R. (2016). Research methods for business: A skill-building 

approach (7th ed.). John Wiley & Sons.  

Stone, R. N., & Grønhaug, K. (1993). Perceived risk: Further considerations for the 

marketing discipline. European Journal of Marketing, 27(3), 39–50. 

https://doi.org/10.1108/03090569310026637 Sugiyono. (2022). Metode penelitian 

kuantitatif, kualitatif, dan R&D. Alfabeta.  

Thong, J. Y. L., Hong, S. J., & Tam, K. Y. (2006). The effects of post-adoption beliefs on 

the expectationconfirmation model. MIS Quarterly, 30(4), 799–810. 

https://doi.org/10.2307/25148738  

Venkatesh, V., & Davis, F. D. (2000). A theoretical extension of the technology acceptance 

model: Four longitudinal field studies. Management Science, 46(2), 186–204. 

https://doi.org/10.1287/mnsc.46.2.186.11926  

Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User acceptance of 

information technology: Toward a unified view. MIS Quarterly, 27(3), 425–478. 

https://doi.org/10.2307/30036540  

Wang, Y., Wang, Y., Lin, H., & Tang, T. (2022). The impact of deceptive information on 

digital platform trust. Journal of Business Ethics, 178(3), 567–583. 

https://doi.org/10.1007/s10551-020-04555-2  

Wilson, N., Keni, K., & Tan, P. H. (2021). The role of perceived usefulness and perceived 

ease of use in mobile banking adoption. International Journal of Bank Marketing, 

39(6), 1124–1144. https://doi.org/10.1108/IJBM-08-2020-0365  

Xiao, B., & Benbasat, I. (2011). Product-related deception in e-commerce: A theoretical 

perspective. MIS Quarterly, 35(1), 169–196. https://doi.org/10.2307/23043436  

Yin, L. X., & Lin, H. C. (2022). Predictors of customers’ continuance intention of mobile 

banking. Journal of  

Global Business and Technology, 18(1), 1–15  

 

  


