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PERAN EXPECTATION CONFIRMATION MODEL (ECM) TERHADAP 

CONTINUANCE INTENTION PADA PENGGUNA MOBILE BANKING 

(Studi pada Bale by BTN) 

 

Yesika Vivy Indria 

 

 

ABSTRAK 

 

Pesatnya perkembangan digital banking di Indonesia mendorong Bank BTN untuk memastikan 

keberlanjutan penggunaan aplikasi Bale by BTN dengan memahami faktor yang memengaruhi 

loyalitas dan kepuasan nasabah. Penelitian ini menganalisis pengaruh Brand Awareness, Brand 

Image, Mobile Banking Service Quality, dan Visual Appeal terhadap Continuance Intention, 

serta mengeksplorasi peran mediasi Confirmation, Perceived Usefulness, dan Satisfaction 

dalam kerangka Expectation Confirmation Model (ECM). Data dari 226 responden dianalisis 

menggunakan PLS-SEM melalui SmartPLS 4. Hasil menunjukkan bahwa Mobile Banking 

Service Quality berpengaruh signifikan baik secara langsung maupun melalui Confirmation, 

Perceived Usefulness, dan Satisfaction. Visual Appeal tidak berpengaruh langsung, namun 

signifikan secara tidak langsung melalui mediator. Sementara itu, Brand Awareness dan Brand 

Image tidak menunjukkan pengaruh yang signifikan. Temuan ini menegaskan pentingnya 

optimalisasi kualitas layanan digital dan desain visual untuk membentuk kepuasan serta 

loyalitas pengguna. 

 

Kata kunci: expectation confirmation model, continuance intention, mobile banking, service 

quality, visual appeal, brand image, brand awareness 

 

ABSTRACT 

 

The rapid growth of digital banking in Indonesia has encouraged Bank BTN to ensure the 

continuance of Bale by BTN by understanding the factors that influence customer loyalty and 

satisfaction. This study analyzes the effects of Brand Awareness, Brand Image, Mobile 

Banking Service Quality, and Visual Appeal on Continuance Intention, and explores the 

mediating roles of Confirmation, Perceived Usefulness, and Satisfaction within the Expectation 

Confirmation Model (ECM). Data from 226 respondents were analyzed using PLS-SEM with 

SmartPLS 4. The results show that Mobile Banking Service Quality significantly influences 

Continuance Intention both directly and through Confirmation, Perceived Usefulness, and 

Satisfaction. Visual Appeal does not have a direct effect, but shows significant indirect 

influence through the mediators. Meanwhile, Brand Awareness and Brand Image do not exhibit 

any significant effects. These findings highlight the importance of optimizing digital service 

quality and visual design to enhance user satisfaction and loyalty. 

 

Keywords : expectation confirmation model, continuance intention, mobile banking, service 

quality, visual appeal, brand image, brand awarenes
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