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Abstrak 
Transformasi digital di sektor perbankan telah mengubah pola interaksi nasabah, khususnya pada lembaga 

keuangan syariah yang dituntut untuk mengintegrasikan inovasi teknologi dengan kepatuhan terhadap 

prinsip syariah. Di Indonesia, Bank Syariah Indonesia (BSI) menghadirkan layanan digital seperti BSI 

Mobile dan BYOND by BSI guna meningkatkan efisiensi dan aksesibilitas layanan. Namun, tingkat 

kepuasan dan loyalitas nasabah terhadap platform tersebut masih menunjukkan ketidakkonsistenan. 

Penelitian ini bertujuan untuk menganalisis pengaruh Self-Service Technology (SST), Perceived Value, 

dan Perceived Risk terhadap Loyalitas Nasabah dengan Kepuasan Nasabah sebagai variabel mediasi pada 

pengguna BSI Mobile atau BYOND by BSI di Kota Bandar Lampung. Penelitian ini menggunakan 

pendekatan kuantitatif dengan pengumpulan data melalui kuesioner daring dan luring terhadap 150 

responden. Analisis data dilakukan menggunakan metode Partial Least Squares–Structural Equation 

Modeling (PLS-SEM). Hasil penelitian menunjukkan bahwa SST berpengaruh positif dan signifikan 

terhadap kepuasan dan loyalitas nasabah. Sebaliknya, perceived value dan perceived risk tidak 

berpengaruh signifikan terhadap kepuasan maupun loyalitas. Selain itu, kepuasan nasabah terbukti 

memediasi secara signifikan hubungan antara SST dan loyalitas nasabah. Temuan ini menegaskan 

pentingnya kualitas layanan digital dalam meningkatkan kepuasan dan loyalitas nasabah pada perbankan 

syariah digital. Oleh karena itu, BSI perlu terus meningkatkan stabilitas sistem, keamanan transaksi, dan 

pengalaman pengguna guna memperkuat hubungan jangka panjang dengan nasabah. 

 

Kata Kunci: Self-Service Technology, Perceived Value, Perceived Risk, Kepuasan Nasabah, Loyalitas 

Nasabah, Perbankan Syariah, Transformasi Digital, BSI Mobile. 

 

Abstract 
The digital transformation of the banking sector has significantly reshaped customer interactions, 

particularly in Islamic financial institutions that must integrate technological innovation with Sharia 

compliance. In Indonesia, Bank Syariah Indonesia (BSI) has introduced digital platforms such as BSI 

Mobile and BYOND by BSI to enhance service efficiency and accessibility. Nevertheless, customer 

satisfaction and loyalty toward these platforms remain inconsistent. This study examines the effects of 

Self-Service Technology (SST), Perceived Value, and Perceived Risk on Customer Loyalty, with Customer 

Satisfaction serving as a mediating variable among users of BSI Mobile or BYOND by BSI in Bandar 

Lampung. A quantitative approach was employed using survey data from 150 respondents, analyzed 

through Partial Least Squares–Structural Equation Modeling (PLS-SEM). The findings indicate that SST 

has a positive and significant effect on both customer satisfaction and loyalty. In contrast, perceived 

value and perceived risk do not significantly influence satisfaction or loyalty. Additionally, customer 

satisfaction significantly mediates the relationship between SST and customer loyalty. These results 

highlight the critical role of digital service quality in fostering customer satisfaction and sustaining 

loyalty in Islamic digital banking. The study suggests that BSI should prioritize improvements in system 

reliability, security, and user experience to strengthen long-term customer relationships. 
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INTRODUCTION 

Islamic banking in Indonesia has experienced rapid growth since the 2000s, with 

the implementation of financial principles aligned with Islamic sharia, as stipulated in 

the fatwa of the MUI—emphasizing justice, balance, welfare, and universality (OJK, 

2004). Among its key institutions, Bank Syariah Indonesia (BSI) has pioneered the 

integration of digital technology to strengthen competitiveness and expand services to 

both Islamic and conventional customers. Technological developments and market 

digitalization are driving all industries, including the financial sector, to rely heavily on 

the internet and technological innovation (Alifi & Agung, 2023). In this context, BSI 

continues to improve the quality of its digital services through financial technology 

initiatives (Novianti & Syamlan, 2024), including BSI Mobile and BYOND by BSI, 

designed to simplify transactions and enhance customer satisfaction. Such innovations 

provide practical solutions to meet modern society’s increasing demand for convenience 

and time efficiency (Mulia et al., 2020). 

Nationally, Indonesia’s digital banking transactions show remarkable growth, 

with SMS/Mobile Banking transactions exceeding IDR 7,000 trillion by early 2025, and 

Internet Banking transactions approaching IDR 5,000 trillion (BI, 2025). This reflects 

the rapid adoption of digital financial services driven by smartphone penetration and 

internet expansion. Self-Service Technology (SST) has thus become a central pillar in 

modern banking, enabling customers to perform self-service transactions via digital 

platforms (Baabdullah et al., 2019). In Islamic banking, digitalization also promotes 

green banking through paperless transactions such as mobile and internet banking. 

Previous studies (Haryanto & Prabowo, 2021; Indrawan et al., 2022) have mostly 

focused on large urban centers like Jakarta and Surabaya, revealing significant potential 

for further exploration in smaller cities. 

Several studies have highlighted the importance of Perceived Value and Perceived 

Risk in influencing customer attitudes and loyalty toward digital services. Perceived 

Value captures consumers’ evaluation of benefits relative to costs, including spiritual 

and Sharia compliance dimensions (Abror et al., 2022). Meanwhile, Perceived Risk 

reflects the perceived losses or uncertainties faced when using digital financial systems 

(Alalwan et al., 2018; Kim et al., 2009). Prior empirical findings (El Aiyubbi et al., 

2021; Sartika, 2021; Shahid Iqbal et al., 2018; Tamaruddin et al., 2020) demonstrate 

that SST affects customer loyalty through satisfaction, though few have fully explored 

satisfaction as a mediating variable. 

Although previous studies have discussed SST, Perceived Value, and Perceived 

Risk, research within the context of Islamic digital banking in secondary regions such as 

Bandar Lampung remains limited. Most existing works emphasize urban samples or 

general digital banking users, leaving a gap in understanding how satisfaction mediates 

the relationship between SST and loyalty among Islamic bank customers in developing 

regions. Hence, this study introduces a new perspective by integrating these constructs 

within the context of Islamic financial digitalization in Bandar Lampung. 

Despite the rapid digital growth, customer satisfaction and loyalty at BSI remain 

inconsistent. According to BPS Lampung (BPS Provinsi Lampung, 2022), internet use 

for financial services averages only 3.63% in the province, with Bandar Lampung 

recording the highest rate at 9.26%. This shows untapped potential for digital service 

optimization and highlights the importance of understanding how technology, perceived 

value, and risk shape user satisfaction and loyalty. 
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This study employs a quantitative approach, collecting data from 150 respondents 

via online and offline questionnaires, analyzed using Partial Least Square-Structural 

Equation Modeling (PLS-SEM). This method enables simultaneous testing of direct and 

indirect effects among SST, Perceived Value, Perceived Risk, Customer Satisfaction, 

and Customer Loyalty. 

This research aims to analyze the influence of Self-Service Technology (SST), 

Perceived Value, and Perceived Risk on Customer Loyalty with Customer Satisfaction 

as a mediating variable among BSI Mobile and BYOND by BSI users in Bandar 

Lampung. The study is expected to contribute academically to consumer behavior 

theory in Islamic banking, and practically to enhance digital service quality, system 

reliability, transaction security, and user experience within the evolving landscape of 

Islamic financial services. 

 

METHODOLOGY 

This study was conducted on active customers using the BSI Mobile/BYOND 

application by Bank Syariah Indonesia (BSI) at the Bandar Lampung Branch Office, 

selected due to the high adoption rate of digital financial services in the region. Data 

collection was conducted from July to September 2025 using a quantitative approach, 

which aims to objectively examine the relationships between variables through 

inferential statistical analysis (Creswell, 2016; Hair et al., 2021). This approach allows 

for measurement of the degree of influence between variables through numerical data 

obtained directly from respondents. 

The type of data used is primary data, obtained through the distribution of online 

and offline questionnaires to BSI Mobile user customers. The research instrument uses a 

five-point Likert scale to assess respondents perceptions of five main variables: Self-

Service Technology (X1), Perceived Value (X2), Perceived Risk (X3), Customer 

Satisfaction (Z), and Customer Loyalty (Y). 

Each variable is measured using reflective indicators adapted from previous 

research. The SST variable refers to the dimensions of functionality, privacy, design, 

and convenience (Lin & Hsieh, 2011; Meuter et al., 2000). Perceived Value is measured 

through product quality, price, service, convenience, and emotional connection (Micu et 

al., 2019; Zeithaml, 1988). Perceived Risk through performance, social, financial, 

psychological, and physical aspects (Lu et al., 2022; Pavlou, 2003). Customer 

Satisfaction and Loyalty are measured based on convenience, information accuracy, 

reuse intention, and service recommendations (Kotler et al., 2002; Shahid Iqbal et al., 

2018). Loyalty is necessary and important because more transactions occur with 

existing customers, and it is easier and more cost-effective to retain them than to acquire 

new ones (Kartika et al., 2020). 

Data analysis was conducted using Structural Equation Modeling (SEM) based on 

Partial Least Square (PLS) because this method does not require normally distributed 

data and is suitable for small sample sizes (Hair et al., 2021). The analysis consists of 

three stages, namely: (1) Outer Model to test the validity and reliability of the construct 

(with criteria for loading factor ≥ 0.70 and AVE ≥ 0.50); (2) Inner Model to assess the 

relationship between variables using R-square and Q-square; and (3) Hypothesis Testing 

with t-statistic ≥ 1.96 or p-value < 0.05 as the significance criteria (Husein, 2015). This 

study tested ten main hypotheses, including seven direct influences and three indirect 

influences with customer satisfaction as a mediating variable between Self-Service 
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Technology, Perceived Value, Perceived Risk, and Customer Loyalty. This research 

used 27 question items so that the total sample used was 135 respondents which was 

reduced to 150 (27 x 5 = 135), with the following criteria: 

1. all active BSI customers in Bandar Lampung for at least the last year 

2. age criteria 17–55 years 

3. Education: Minimum high school graduate or equivalent. 

4. User experience: Must have actively used BSI Mobile services for at least the last 6 

months.  

 

RESULTS AND DISCUSSION 

Validity 

 
 

Figure 1. Outer Model 

 

The connected figure and table display the Convergent Validity Loading Factor 

Test findings, indicating that all indicators are valid and have a loading factor value > 

0.7. This indicates a high correlation between the indicators. 

 

Table 1. Average Variace Extracted (AVE) 

No Variables Average variance extracted (AVE) 

1 Self-Service Technology 0.630 

2 Perceived Value 0.727 

3 Perceived Risk 0.689 

4 Satisfaction 0.570 

5 Loyalty 0.658 

 

Perceived Value construct achieved the highest AVE value of 0.727, indicating 

that its indicators were able to explain 72.7% of the construct's variance. Similarly, 
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Perceived Risk demonstrated satisfactory results with an AVE of 0.689, proving that the 

perceived risk measurement has strong internal consistency. 

Self-Service Technology (0.630) and Loyalty (0.658) constructs also met 

convergent validity standards, albeit with relatively lower values than the previous two 

variables. These results indicate that approximately 60% of the variance in their 

indicators can be explained by the respective constructs. Meanwhile, Satisfaction 

recorded an AVE value of 0.570, still meeting the minimum threshold of 0.5 but 

indicating the need for further evaluation of its measurement indicators. 

 

Table 2. Discriminant Validity Test Results Between Variables 

No Indicator Loyalty Satisfaction 
Perceived 

risk 

Perceived 

value 

Self-service 

technology 

1 Loyalty 0.811 
    

2 Satisfaction 0.923 0.755 
   

3 Perceived risk -0.347 -0.371 0.830 
  

4 Perceived value 0.635 0.646 -0.311 0.853 
 

5 Self-service 

technology 

0.753 0.732 -0.365 0.765 0.793 

 

Table 2 displays the discriminant validity test findings using the Fornell-Larcker 

method, showing that all constructs in this study meet the requirements of discriminant 

validity. Based on the applicable criteria, a construct is considered to have adequate 

discriminant validity if the square root of the Average Variance Extracted (√AVE) on 

the main diagonal is greater than the correlation value with other constructs (off-

diagonal values). 

The data shows that the Loyalty construct (√AVE=0.811) has the highest 

correlation with Satisfaction (0.923), indicating a strong relationship between the two 

variables. The Perceived Risk construct shows a negative correlation pattern with all 

other variables (ranging from -0.371 to -0.347), with an √AVE of 0.830 which is greater 

than its absolute correlation value, thus fulfilling the discriminant validity requirements. 

The constructs of Perceived Value (√AVE=0.853) and Self-Service Technology 

(√AVE=0.815) despite having a fairly high correlation (0.765), still maintain 

discriminant validity because the √AVE value of each construct remains greater than the 

correlation value between the constructs. This finding is consistent with previous 

research showing that perceived value and self-service technology are indeed 

interrelated but remain separate constructs. 

The Fornell-Larcker analysis results show a negative correlation between the 

Perceived Risk construct and other variables, ranging from -0.311 to -0.282. 

Theoretically, this indicates an inverse relationship, where increasing risk perception 

will tend to decrease levels of loyalty, satisfaction, perceived value, and acceptance of 

self-service technology. This phenomenon aligns with the proposition of the risk-return 

trade-off theory in consumer behavior, which states that individuals will naturally avoid 

options perceived as high-risk. 

Despite showing a negative value, the magnitude of the correlation remains within 

methodologically acceptable limits, as the square root of the Average Variance 

Extracted (√AVE) for Perceived Risk (0.830) is still greater than the absolute value of 

the highest correlation (-0.347). Thus, this construct still meets the criteria for 



PROMOSI: Jurnal Program Studi Pendidikan Ekonomi  ISSN 2337-4721 (Print)     

 Volume 16, No. 2, 2026, 568-578   ISSN 2442-9449 (Online) 

 

DOI: https://doi.org/10.24127/jp 

 

JURNAL PROMOSI | 573  

Jurnal Pendidikan Ekonomi UM Metro 

 

discriminant validity, while confirming its conceptual uniqueness as a separate variable 

in the research model. 

Reliability 
Table 3. Composite reliability and Cronbach alpha 

No Indicator Cronbach's Alpha Composite Reliability 

1 Self-Service Technology 0.901 0.922 

2 Perceived Value 0.906 0.93 

3 Perceived Risk 0.888 0.917 

4 Satisfaction 0.810 0.868 

5 Loyalty 0.870 0.906 

 

Table 3 shows that all constructions' Composite Reliability and Cronbach's Alpha 

output results are more than 0.7. Thus, it demonstrates the high reliability of each 

variable. 

 

Inner Model 

Table 4. R Square Table 

 

 

 

 

Based on table 4, the analysis results show that the research model has good 

predictive power with a loyalty R-square value of 0.865 (adjusted 0.861), which means 

that 86.5% of the variation in customer loyalty can be explained by the predictor 

variables in the model. Meanwhile, the satisfaction R-square of 0.565 (adjusted 0.556) 

indicates that 56.5% of the variation in customer satisfaction is explained by the 

independent variables. Referring to Chin (1998), this value is classified as moderate, 

indicating that the model has adequate predictive ability, although there is still around 

43.5% of the satisfaction variance influenced by other factors outside the research 

model. 

 

Hypothesis test 

Table 5. Path Coefficients 

No Indicator 

Original 

sample 

(O) 

Sample 

mean 

(M) 

Standard 

deviation 

(STDEV) 

T statistics 

(|O/STDEV|) 
P values Note 

1 
satisfaction 

-> loyalty 
0.809 0.784 0.081 9,934 0.000 Accepted 

2 

perceived 

risk -> 

satisfaction 

-0.113 -0.117 0.102 1,107 0.268 Rejected 

3 

perceived 

risk -> 

Loyalty 

0.012 0.015 0.041 0.307 0.759 Rejected 

4 

perceived 

value -> 

satisfaction 

0.199 0.223 0.160 1,244 0.214 Rejected 

No Indicator R Square R-square adjusted 

1 Loyalty 0.865 0.861 

2 satisfaction 0.565 0.556 
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5 

 

perceived 

value -> 

Loyalty 

-0.025 -0.019 0.057 0.434 0.665 Rejected 

6 

self-service 

technology -

> 

satisfaction 

0.539 0.521 0.173 3.121 0.002 Accepted 

7 

self-service 

technology -

> Loyalty 

0.184 0.204 0.078 2,363 0.018 Accepted 

Based on table 5 above, it shows the results of direct testing between variables 

as follows: 

1) The T-statistic score for satisfaction is 9.934 > 1.96, indicating a direct 

relationship between contentment and loyalty.  

2) The T-statistic score for perceived risk is 1.107 < 1.96, indicating that 

satisfaction is not directly impacted by perceived risk. 

3) The T-statistic score for perceived risk is 0.307 < 1.96, indicating that loyalty is 

not directly impacted by perceived risk. 

4) The T-statistic score for perceived value is 1.244 < 1.96, indicating that 

satisfaction is not directly impacted by perceived value.  

5)  The T-statistic score for perceived value is 0.434 < 1.96, indicating that loyalty 

is not directly impacted by perceived value. 

6) The T-statistic measurement of 3.121 > 1.96 for self-service technology 

indicates a direct impact on customer satisfaction.  

7) The T-statistic measurement for self-service technology is 2.363 > 1.96, 

indicating a direct impact on loyalty. 

 
Table 6. Specific Indirect Effect 

No Indicator 

Original 

sample 

(O) 

Sample 

mean 

(M) 

Standard 

deviation 

(STDEV) 

T statistics 

(|O/STDEV|) 

P 

values 
Note 

1 

Perceived 

risk -> 

satisfaction 

-> loyalty 

-0.091 -0.097 0.085 1,066 0.287 Rejected 

2 

Perceived 

value -> 

satisfaction 

-> loyalty 

0.161 0.172 0.126 1,277 0.202 Rejected 

3 

Self service 

technology -

> 

satisfaction 

-> loyalty 

0.436 0.404 0.132 3,290 0.001 Accepted 

Based on table 6. above, With a T statistic value of 1.066 <1.96, it demonstrates 

that there is no mediation effect between perceived risk and loyalty through satisfaction. 
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Likewise, perceived value with 1.277 <1.96 so there is not enough statistical evidence 

to state that satisfaction mediates the relationship between perceived value and loyalty. 

Meanwhile, Self-service technology on loyalty through the mediation variable of 

satisfaction, the T statistic value shows 3.29 > 1.96 and a P value of 0.001 <0.005. 

Every 1 unit increase in SST will increase loyalty by 0.436 units through increased 

satisfaction. 

 

Discussion 

The research results show that Self-Service Technology (SST) has a positive and 

significant impact on customer satisfaction and loyalty at Bank Syariah Indonesia (BSI) 

in Bandar Lampung. This finding confirms that the higher the quality of digital services 

such as BSI Mobile or BYOND by BSI, the greater the level of customer satisfaction. 

Ease of transactions, speed of service, and system security are key factors that enhance 

positive user experiences. In the context of Bandar Lampung, people with high mobility 

and a high level of digital literacy experience significant benefits from this self-service, 

especially young workers who require time efficiency in their daily financial activities. 

However, the variables Perceived Value and Perceived Risk were found to have 

no significant effect on customer satisfaction or loyalty. These results indicate that the 

perceived benefits of digital services are not sufficient to create satisfaction if not 

accompanied by an optimal user experience. For example, several customers in Bandar 

Lampung complained about obstacles such as network disruptions or slow login 

processes on the BSI Mobile application. Although they considered transaction costs 

low and features quite comprehensive, these technical obstacles reduced the perceived 

value of the service. A similar trend occurred with perceived risk—customers may be 

concerned about data security or transaction errors, but trust in BSI's reputation as a 

sharia bank neutralized these concerns, so perceived risk had no significant impact on 

loyalty. 

Furthermore, customer satisfaction has been shown to be a key variable in shaping 

loyalty, significantly mediating the effect of SST on loyalty. This means that the ease 

and efficiency of digital services will increase satisfaction, which ultimately strengthens 

customer commitment to continue using BSI services. For example, many BSI Mobile 

users in Bandar Lampung are satisfied with features such as e-wallet top-ups, digital 

zakat payments, and fast interbank transfers, thus they remain loyal despite the presence 

of other competitors. Conversely, satisfaction failed to mediate the relationship between 

perceived value and perceived risk with loyalty, indicating that loyalty cannot be built 

solely through functional value or risk reduction, but through a truly satisfying service 

experience. 

Overall, this study confirms that Sharia-compliant digital transformation in 

Bandar Lampung still requires optimization of user experience aspects. BSI needs to 

strengthen system stability, enhance digital security, and expand spiritually valuable 

features such as online zakat, waqf, and almsgiving to increase perceived value. 

Furthermore, educational programs on transaction security and Sharia digital literacy 

can reduce customer risk perception. Therefore, increasing loyalty in the digital era can 

only be achieved through a holistic approach—combining superior technology, a 

positive customer experience, and consistent Sharia values in service. 
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CONCLUSION 

This study concludes that Self Service Technology (SST) has a positive and 

significant influence on customer satisfaction and loyalty of Bank Syariah Indonesia 

(BSI) in Bandar Lampung City. This indicates that improving the quality, convenience, 

and speed of digital services such as BSI Mobile and BYOND by BSI can increase 

satisfaction, which ultimately strengthens customer loyalty. Conversely, the variables 

Perceived Value and Perceived Risk do not have a significant effect on satisfaction or 

loyalty, indicating that perceived value and risk are not yet the main factors in shaping 

customer perceptions of digital sharia services. Theoretically, the results of this study 

strengthen the concepts of Customer Satisfaction Theory and Loyalty Theory in the 

context of digital sharia banking, where satisfaction plays an important role as a 

mediating variable between SST and customer loyalty. 

Practically, these findings provide direction for BSI management to prioritize 

improving the quality of digital services, particularly in terms of system security, access 

speed, and ease of navigation, in order to create an optimal user experience. Although 

Perceived Value and Perceived Risk do not have a direct impact, both still need to be 

considered as supporting factors in maintaining trust and a positive image of banks 

amidst the competition in digital financial services. This study is limited by the number 

of respondents, which only included 150 customers in Bandar Lampung City, so the 

results cannot be generalized nationally. Therefore, further research is recommended to 

expand the research area and add variables such as trust, relationship quality, and 

digital literacy to enrich the understanding of the factors that influence customer loyalty. 
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