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Examining the effect of User Experience on Generation Y and Z Customers’
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A B S T R A C T ARTICLE INFO

The rapid expansion of internet access and the growth of Indonesia’s digital economy have accelerated the
adoption of digital financial services, particularly mobile banking. In this increasingly competitive environment,
Islamic digital banking providers face a dual challenge: ensuring Sharia compliance while delivering a seamless
user experience (UX) that meets modern customer expectations. This study examines the effect of UX on
Customer Satisfaction (CS) and Customer Loyalty (CL) among Generation Y and Z users of Jago Syariah mobile
banking in Jabodetabek. A quantitative design was employed using an online survey (May–June 2025) with
purposive sampling, yielding 203 valid responses from active users aged 17–44. UX was measured using the
User Experience Questionnaire (UEQ) with six dimensions (attractiveness, perspicuity, efficiency, dependability,
stimulation, and novelty), while CS and CL were assessed using established indicators. Data were analyzed
through descriptive statistics and Partial Least Squares Structural Equation Modeling (PLS-SEM) using SmartPLS
4. The measurement model met validity and reliability criteria (AVE > 0.50; HTMT < 0.90; CR > 0.70). Structural
results showed that UX positively and significantly influenced CS (β = 0.817; t = 21.176) and CL (β = 0.498; t =
6.716), and CS also positively affected CL (β = 0.443; t = 5.529), confirming the mediating role of satisfaction.
The model explained 66.5% of variance in CS and 80.3% in CL. These findings highlight UX as a critical driver of
satisfaction and loyalty in Islamic mobile banking, emphasizing the need for continuous improvements in usability,
reliability, and feature performance to sustain customer retention and advocacy among digitally literate generations.
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1 Introduction

The global acceleration of digital transformation is reflected in
the rapid expansion of internet access and the increasing integration
of digital technologies into everyday life. The 2024 report by We
Are Social and Hootsuite showed that more than 66% of the world’s
population, approximately 5.35 billion people, was connected to the internet.
This growth has been driven by improvements in digital infrastructure,
widespread smartphone adoption, and the expansion of the service
ecosystems across communication, commerce, education, and finance.
Therefore, Internet access has become a fundamental enabler of economic
activity and service delivery in modern societies (Archer & Wildman 2021).

A similar pattern is evident in Indonesia, where internet penetration
continues to increase steadily. According to the Indonesian Internet
Service Providers Association (APJII 2024), 221.56 million Indonesians,
or 79.5% of the population, were internet users in 2024, representing
a year-on-year increase of 1.4%. This development reflects sustained
investment in telecommunications infrastructure and the increasing reliance
on digital platforms for daily activities. Rising internet adoption has created
favorable conditions for the expansion of digital-based services, including
financial services, which are increasingly embedded in the everyday lives of
consumers.

Alongside increasing internet penetration, Indonesia’s digital economy
has experienced rapid growth. Data from e-Conomy SEA 2024 showed that
GMV reached US$90 billion in 2024, confirming the country’s position as the
largest digital economy in Southeast Asia. Even though the growth spans
multiple sectors, the relevance to this research is in the accelerated adoption
of digital financial services, particularly mobile banking. The expansion of
digital finance shows a structural shift in consumer interaction with financial
institutions, placing greater emphasis on speed, convenience, and service
quality (Kozhushko 2023).

The banking sector has been among the fastest to adopt digital
technologies, and Indonesia has experienced a sharp acceleration in the
use of digital banking. Bank Indonesia reported that digital banking

transaction values reached IDR 7,492.93 trillion in September 2024,
growing by 54.89% year-on-year, whereas transaction volumes increased
by more than 40% (Antara News 2024). This trend confirms that
digital banking is no longer a supplementary channel but has become
a core infrastructure within Indonesia’s financial system. Consequently,
competition among banks is increasingly shaped not only by product
portfolios but also by how effectively digital platforms deliver a seamless
and reliable user experience, which directly influences customer evaluation
and continued usage.

This competitive pressure is evident in the performance of leading
digital banks, such as Bank Jago. Bank Jago’s successful digital
transformation is reflected in its financial performance, particularly in terms
of asset growth. As shown in Table 1, Bank Jago recorded total assets of
IDR 21.29 trillion in 2023, an increase of 25.52% from the previous year.

Figure 1: Growth of digital economy transactions in Indonesia, 2018–2024
(Google, Temasek, & Bain & Company (2024), e-Conomy SEA 2024.)
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Table 1: The seven largest digital banks in Indonesia by total assets
(2022-2023)

Bank Name Asset 2023
(trillion)

Asset 2022
(trillion)

year-on-year
(yoy)

SeaBank Rp28.23 Rp28.26 -0.13%
Bank Jago Rp21.29 Rp16.96 25.52%
BNC Rp18.16 Rp19.69 -7.74%
Hibank Rp14.59 Rp11.58 25.96%
BCA Digital Rp13.50 Rp11.05 22.18%
Allo Bank Rp12.75 Rp11.05 15.29%
Bank Raya Rp12.44 Rp13.89 -10.49%

This growth indicates that Bank Jago has been effective in executing its
digital strategy, including feature innovation tailored to market demand,
particularly among Muslim consumers. Amid uneven growth across the
digital banking industry, this performance affirms Bank Jago’s ability to
sustain and expand its position in Indonesia’s digital financial ecosystem
(Khuan 2022). However, strong asset growth and market expansion do not
automatically imply that users experience consistently high service quality,
trust, satisfaction, or loyalty, particularly in highly substitutable mobile
banking markets, where switching costs are low and user expectations
continue to rise.

Importantly, digital transformation in banking is not limited to
conventional banking institutions. Islamic banking is also rapidly developing
digital services and mobile banking to support financial inclusion (Safitri
et al. 2024). Data from the Financial Services Authority (OJK 2024)
show that digital Islamic banking transactions reached IDR 4.5 trillion in
2024 and are projected to surpass IDR 10 trillion in 2025, driven by
rising Islamic financial literacy and increasingly widespread access to digital
services (Bagas & Fasa 2024). These trends suggest that Islamic banking
is increasingly competing to offer services comparable to conventional
banking (BSI 2024). Nevertheless, Islamic digital banking faces a distinct
dual challenge: it must ensure Sharia compliance while simultaneously
meeting modern expectations of usability, security, personalization, and
service responsiveness. This implies that competitive advantage in Islamic
digital banking is likely to depend not only on growth metrics but also on
how well the digital service experience translates into customer satisfaction
and sustained loyalty.

Bank Jago, through the launch of Jago Syariah in 2022, represents
a prominent example of Islamic digital banking innovation in Indonesia.
Instead of focusing on institutional transformation, Jago Syariah is
positioned as a mobile-based Islamic banking service targeting younger,
digitally literate consumers. This innovation balances financial services
with users’ daily lifestyles by emphasizing features such as flexible account
“pockets” and integration within a broader digital ecosystem. The rapid
customer growth, dominated by individuals aged 18–44, suggests strong
market acceptance among Generations Y and Z (Handoyo 2024).

As competition in digital Islamic banking intensifies, User Experience
(UX) is developed as a critical determinant of customer outcomes. UX
includes the overall perceptions, emotions, and responses users experience
when interacting with a digital product or service (Luther et al. 2020).
Previous research shows that a well-designed UX positively influences
Customer Satisfaction and Loyalty through repeat usage and positive
word-of-mouth (Miryanda 2023; Obafemi et al. 2022). In mobile banking
contexts, poor usability or service friction can quickly lead to customer
dissatisfaction and switching behavior, specifically among younger users
with high digital literacy.

Understanding the role of UX in shaping satisfaction and loyalty is
particularly relevant for Islamic mobile banking services such as Jago
Syariah. This research focuses on the Jabodetabek region, Indonesia’s
largest metropolitan area, characterized by high internet penetration,
advanced digital infrastructure, and a dominant population of Generations Y
and Z (BPS 2024; APJII 2024). The region provides an appropriate setting
to examine user perceptions and behavioral responses toward Islamic
mobile banking applications. This research is titled “The Effect of User
Experience on Customer Satisfaction and Loyalty among Generations Y and
Z in the Use of Jago Syariah Mobile Banking in Jabodetabek.”

2 Literature Review

2.1 Expectation Confirmation Model (ECM)
The ECM extends the Expectation Confirmation Theory (ECT)

proposed by Oliver (1980), which explains customer satisfaction due to
the comparison between initial expectations and perceived performance
of a product or service. Positive confirmation occurs and leads to higher
satisfaction when perceived performance meets or exceeds expectations.
Conversely, unmet expectations generate negative confirmation and lower
satisfaction (Oliver 1980).

Bhattacherjee (2001) adapted the framework to the context of
information systems and digital technologies by retaining the core
constructs of expectation, perceived performance, confirmation, and
satisfaction, while introducing continuance intention as a post-adoption
behavioral outcome. Therefore, ECM focuses on users’ evaluative
processes after actual system use and explains the continuation of using
a digital service over time.

Figure 2: Expectation-Confirmation Model (ECM) (Bhattacherjee (2001); Lai et
al. (2016))

In digital service contexts, particularly mobile banking, perceived
performance is not determined by functional outcomes but is strongly
shaped by User Experience (UX). UX influences the perception of
system usability, efficiency, reliability, and overall interaction quality, which
collectively form the assessment of performance. A well-designed UX
enhances users’ perceptions that the system performs as expected or
better, increasing positive confirmation and satisfaction. Conversely, poor
UX, such as complex navigation, slow response, or unclear features, can
lead to negative performance evaluations even when the core functionality
is adequate. In the ECM framework, UX acts as a critical antecedent
to perceived performance and confirmation, influencing satisfaction and
continuance intention in digital banking services (Bhattacherjee 2001). The
relationships among these variables are schematically shown in Figure 2.

2.2 User Experience (UX)
User Experience (UX) refers to users’ overall perceptions, evaluations,

and responses resulting from interaction with a product, system, or
service. The concept was introduced by Don Norman in the early 1990s
to emphasize a holistic perspective on user interaction that extended
beyond interface usability to include emotional, cognitive, and experiential
dimensions (Norman 2013). UX has become a central focus in digital
product and service development, where sustained user engagement,
efficiency, and satisfaction are critical due to the evolution of digital
technologies and interactive systems (Delgado 2022; Narayana 2021).

ISO 9241-210 defines UX as “a person’s perceptions and responses
obtained from the anticipated use of a product, system, or service.”
This definition shows the subjective and dynamic nature of UX, which is
shaped by previous expectations as well as actual interaction experiences
(Lecossier et al. 2018). Therefore, UX includes both functional aspects,
such as usability and efficiency, and affective dimensions, namely emotions,
preferences, and overall satisfaction throughout the interaction process.

This research adopts the User Experience Questionnaire (UEQ)
developed by Schrepp et al. (2017) to operationalize UX measurement
in digital service research. UEQ is widely used in empirical UX research
because the concept provides a comprehensive and efficient measurement
of pragmatic and hedonic dimensions of user experience. The
instrument consists of Attractiveness, Perspicuity, Efficiency, Dependability,
Stimulation, and Novelty scales, which are grouped into two higher-order
constructs, namely Pragmatic and Hedonic Quality (Schrepp 2019). UEQ
is particularly suitable for evaluating mobile banking applications since the
variable captures task-oriented performance and usability as well as users’
emotional responses and perceived innovativeness. The standardized
structure and proven reliability make UEQ an appropriate methodological
choice for assessing UX and the influence on customer satisfaction and
loyalty in digital banking contexts.

2.3 Customer Satisfaction
Customer satisfaction and loyalty are closely interconnected constructs

that play a central role in explaining user behavior in digital services.
Customer satisfaction reflects users’ cognitive and emotional evaluations
formed after interacting with a product or service, resulting from
a comparison between prior expectations and perceived performance
(Oliver 1980; Kotler & Armstrong 2008). Positive confirmation occurs
when perceived performance meets or exceeds expectations, leading to
satisfaction. Conversely, unmet expectations generate dissatisfaction. This
evaluative mechanism, formalized in ECT, has been widely applied in
service, e-commerce, and information systems research.

In digital contexts, satisfaction functions as a key antecedent of
customer loyalty, which is commonly manifested through continuance usage
intention and recommendation intention. Satisfied users repeatedly use
a digital service, maintain long-term relationships with the provider, and
recommend the service to others through positive word-of-mouth (Miller
2015; Miryanda 2023). In mobile and digital banking, where switching
costs are relatively low, loyalty is primarily behavioral and attitudinal. This
is reflected in sustained usage and advocacy rather than contractual
commitment. Therefore, understanding customer satisfaction as a mediator
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between perceived performance and loyalty is essential for explaining
continued adoption and competitive advantage in digital banking services.

2.4 Customer Loyalty
Customer loyalty is a complex construct that reflects commitment to

a brand or service, often manifested through repeated purchase behavior
(Azhakarraja 2020). Even though the critical role in marketing strategy
is widely recognized, a universally accepted definition remains in dispute.
Empirical research shows that loyalty is closely connected to customer
satisfaction with a product or service, which drives repeat purchases
(Miryanda 2023). Loyalty is a key determinant of stable, long-term revenue,
making the variable a central focus of contemporary marketing practices
(Kirillova & Zyk 2023).

Several factors determine customer loyalty, including service quality.
High service quality significantly impacts loyalty since satisfied customers
can repurchase the same product (Susilawati et al. 2024). Price and
location also play important roles. Competitive pricing and strategic
locations increase customer convenience and promote brand loyalty (Arizal
et al. 2018). Beyond service and price, customer trust and satisfaction also
contribute to loyalty. Customers who trust a brand and are satisfied with
the experiences are more inclined to remain loyal and engage in repeat
purchases (Lubis & Parhusip 2023). According to Kotler & Armstrong
(2008), customer loyalty can be gauged using three primary indicators,
namely (i) repurchase intention, (ii) willingness to recommend (positive
word-of-mouth/advocacy), and (iii) resistance to switching (attitudinal
commitment).

a. Repeat
This describes the customers’ propensity to repurchase the same
product or service. The indicator reflects the degree of customer
satisfaction and perceived value derived from a product or service (Yanti
et al. 2023). Firms commonly monitor purchase frequency to assess
loyalty levels. The higher the rate of repeat purchases, the stronger the
customer’s loyalty to the brand.

b. Retention
Customer retention is an important measure of loyalty. Retention refers
to the percentage of customers who continue to use a service or engage
with a brand over a given period of time. High retention rates signal the
success of loyalty strategies and customer satisfaction, contributing to
long-term business profitability (Kolbushkin & Cherpak 2021). Research
shows that retaining existing customers is more cost-effective than
acquiring new ones, underscoring the need for effective retention
strategies (Carmen-Maria & Alexandrina 2013).

c. Referral
This occurs when a brand is referred to prospective new customers.
Referrals reflect customer satisfaction and also serve as a powerful
marketing strategy. Recommendations from existing customers are
often trusted more than traditional advertising and can support new
acquisitions at a lower cost (Saleky et al. 2018). Many brands
provide incentives to customers who make referrals, which increases
engagement and loyalty to the brand.

2.5 Mobile Banking
Mobile banking (M-Banking) is a banking service that enables

customers to conduct a range of financial transactions through mobile
devices, such as smartphones (Aslam et al. 2025). This service provides
access to banking features, enhancing convenience and efficiency in
financial management. Due to the ease of access, the concept has
become a practical solution for highly mobile customers (Wulandari & Aisah
2022). Core functionalities typically include fund transfers, bill payments,
and account management, all of which are accessible through mobile
applications. These services are designed to meet the needs of busy
customers who prioritize speed and convenience (Assensoh-Kodua 2023).

The adoption of mobile banking depends on the perceived benefits and
external factors such as technology anxiety, user preferences, and cultural
contexts. Security, ease of use, and customer trust are key determinants
of individuals’ willingness to use the services. Users’ experiences with
mobile banking are positive. However, concerns persist regarding data
security and fraud risks, including smishing (Wulandari & Aisah 2022).
Continuous enhancements to mobile banking features (interface design),
system quality and security systems are required to strengthen perceived
safety and transparency, encourage broader adoption and continued usage,
and ultimately sustain long-term customer loyalty (Zhou et al. 2021).

2.6 Jago Syariah Bank
According to Bank Jago (2024), the company was originally established

as PT Bank Artos Indonesia on December 14, 1992, and became publicly
listed in 2016 under the ticker symbol ARTO. A major transformation
occurred in December 2019, when PT Metamorfosis Ekosistem Indonesia
(MEI) and PT Wealth Track Technology Limited (WTTL) acquired a
combined 51% stake in Bank Artos. Subsequently, the bank changed its
name to Bank Jago on June 11, 2020. This strategic step signaled a shift
in the corporate focus toward technology-driven digital banking services.
As part of the vertical expansion and commitment to value-based financial

inclusion, Jago Syariah was launched in 2022 as a personal finance
application grounded in Islamic principles (Bank Jago 2022).

2.7 Generation Y and Z
Generation Y, commonly referred to as Millennials, comprises

individuals born between 1981 and 1996. This cohort is highly
adaptable to technological changes and tends to prioritize flexibility in the
workplace, having come of age amid rapid advances in information and
communication technologies. Millennials are also known for pronounced
entrepreneurial orientation and strong commitment to inclusivity (Tschantz
2016). Generation Z, born between 1997 and 2012, is the first cohort
to have grown up entirely in the digital era. Members of this generation
are adept at using a wide range of technologies and have extensive
access to information from an early age. These individuals are more
independent, creative, and critical in thinking. In addition, increased
social and environmental awareness is exhibited, and brand engagement
is carried out through digital platforms (Prasanna & Priyanka 2024).

3 Methods

This research used a quantitative design with a descriptive statistical
method to examine the relationships between User Experience (UX),
Customer Satisfaction (CS), and Customer Loyalty (CL) among users of
the Jago Syariah mobile banking application. Data were collected through
an online questionnaire administered using Google Forms during May–June
2025 in the Greater Jakarta area (Jakarta, Bogor, Depok, Tangerang, and
Bekasi). This research population consisted of Generations Y and Z (aged
17–44) who actively used Jago Syariah mobile banking in Jabodetabek,
from which 203 valid responses were obtained, satisfying the minimum
sample size requirements for Partial Least Squares Structural Equation
Modeling (PLS-SEM) given the 40 measurement indicators (Hair et al.
2021). Respondents were selected using a non-probability purposive
sampling based on predefined criteria, including active usage of Jago
Syariah, age eligibility, and residence in Jabodetabek.

The measurement instruments used a 4-point even-numbered Likert
scale ranging from “strongly disagree” to “strongly agree,” which was
intentionally selected to reduce central tendency bias and enable
respondents to express a clear evaluative position, particularly appropriate
in UX research. In this context, respondents had prior experience with
the evaluated system. UX was measured using 26 indicators adapted
from the UEQ (Schrepp et al. 2017). Customer Satisfaction and Loyalty
were measured using 8 (Zeithaml & Bitner 2003) and 6 indicators (Kotler
& Keller 2008), respectively. In this context, UX was specified as
the exogenous construct, while Customer Satisfaction and Loyalty were
reported as endogenous constructs. Data analysis was conducted in
two stages, namely descriptive statistical analysis and structural equation
modeling using Microsoft Excel and SmartPLS 4, respectively. The
SmartPLS 4 comprised evaluation of the measurement model (indicator
loadings, Average Variance Extracted (AVE), and composite reliability
(CR)) and the structural model (R², f², t-statistics, and p-values). This
research was subjected to methodological limitations, including reliance on
self-reported data, the absence of a neutral response option due to the
even-numbered Likert scale, and the use of non-probability sampling, which
limited the generalizability of the results beyond the Jabodetabek region and
introduced potential response and common method biases.

4 Results and Discussion

4.1 Respondent Characteristics
The survey was completed by 209 respondents; however, six

respondents living outside Jabodetabek were excluded because the study
specifically focused on Jabodetabek. The final sample consisted of 203
respondents, all of whom were active Jago Syariah users. The analysis
covered demographics, education, occupation, income, usage patterns and
motivations, the most frequently used transaction types, and reasons for
infrequent use.

Most respondents were female (73.4%) and dominated by the 17–28
age group (Generation Z, 62.6%), followed by those aged 29–44 (37.4%).
In terms of domicile, most lived in Jakarta and Bogor (45.4%), followed
by Tangerang (22.1%), Depok (20.7%), and Bekasi (11.8%). Educational
attainment was largely senior/vocational high school (44.3%), bachelor’s
degree (36.5%), and diploma (15.3%). The largest occupational group
was employees in state-owned/local government-owned enterprises and
the private sector (39.4%), followed by students (17.2%) and entrepreneurs
(16.3%). Most respondents earned IDR 5–10 million per month (40.4%),
followed by < IDR 5 million (23.6%) and IDR 10–15 million (22.7%). Most
had used the app for 3 months to 1 year (52.7%), while 34% had used it for
more than one year; usage was relatively active, mainly 3–4 times per week
(36.9%) and 1–2 times per week (31%).

The main reasons for using Jago Syariah were zero or lower
administrative/transaction fees (30.5%), an easy-to-use and attractive app
(20.2%), and promotions (7.9%); some users were also influenced by
Sharia values (9.4%) and peers/relatives (9.9%). The most frequently
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used transactions were interbank transfers (26.6%) and e-wallet top-ups
(21.7%), followed by the Pockets feature (10.3%), bill payments, mobile
credit top-ups, and zakat/donation transactions. Reasons for infrequent
use included prior technical issues (16.3%), no need for online transactions
(14.8%), perceptions of insufficient features (13.3%), and a slow or
error-prone app (11.3%). Overall, the user profile reflects a digitally active,
productive-age cohort that values efficiency and is beginning to integrate
Sharia principles into personal financial management; therefore, improving
features, technical reliability, and user experience is essential to strengthen
loyalty.

4.2 Validity and Reliability Tests (Outer Model)
4.2.1 Convergent Validity

Convergent validity analysis assesses the extent to which indicators
adequately represent the underlying constructs. The test examines the
validity of the relationships between the indicators and the latent variables.
Convergent validity is evaluated using the AVE for all items associated with a
given construct. AVE is computed as the mean of the squared standardized
loadings of the construct’s indicators. In addition, convergent validity can be
assessed using the outer loadings of the indicators.

All indicators in the model have factor loadings above 0.50, showing
that the criterion for convergent validity is met and is appropriate for
retention in the model (Hair et al. 2021). The User Experience (UX)
construct comprises six dimensions with a total of 26 indicators (UX11 to
UX64). The outer loadings of the UX indicators ranged from 0.631 to 0.842.
Most indicators exceeded 0.70, showing good validity. Meanwhile, several
indicators fell within the 0.60–0.70 band, which remained acceptable for
exploratory research. For Customer Satisfaction and Loyalty constructs,
with eight and six indicators, all outer loadings ranged from 0.705 to 0.860
and 0.760 to 0.885, showing strong and very strong indicator validities,
respectively.

The indicators in the model were valid and did not need to be
eliminated. The model is suitable for proceeding to reliability testing and
discriminant validity assessment. The structural relationships show that
User Experience exerts a strong effect on Customer Satisfaction (coefficient
= 0.817) and Loyalty (0.498). Furthermore, Customer Satisfaction also
affects Customer Loyalty (0.443). These results support the mediating role
of customer satisfaction in shaping loyalty through the user experience. The
subsequent analysis examined the AVE values, as reported in Table 2.
Based on Table 2, all AVE values exceed 0.50, showing that each construct
adequately represents the research model.

4.2.2 Discriminant Validity
In PLS-SEM, discriminant validity is assessed based on each

construct’s ability to be empirically distinct from other constructs. In this
study, discriminant validity was evaluated using the Fornell–Larcker criterion
and the HTMT (Heterotrait–Monotrait Ratio).
a. Fornell-Lacker Criterion

The Fornell–Larcker criterion was applied to assess discriminant
validity. Under this criterion, discriminant validity was established by
comparing the square root of each construct’s AVE with the correlations
of other constructs. A measurement model showed adequate discriminant
validity when the square root of a construct’s AVE exceeded the
inter-construct correlations (Hair et al. 2021).

As shown in Table 3, the square roots of the AVE (diagonal
entries) exceed the inter-construct correlations (off-diagonal entries). The
constructs satisfied discriminant validity and were valid for subsequent
analysis. In addition to the Fornell–Larcker test, discriminant validity can
be assessed using cross-loadings. An indicator is deemed to satisfy
discriminant validity when the loading on the construct is the highest
compared to others (Hair et al. 2021).
b. Heterotrait–Monotrait Ratio (HTMT)

Henseler et al. (2015) proposed the heterotrait–monotrait ratio (HTMT)
of correlations to assess discriminant validity. The HTMT is the ratio
of between-trait to within-trait correlations. Formally, this ratio is the
mean of all correlations among indicators across constructs with different
measurements relative to the mean of the average. HTMT approximates the
true correlation between two constructs when both are measured without
error. True or disattenuated correlation, approaching 1, shows a lack of
discriminant validity. As shown in Table 4, HTMT values were below 0.90.
The constructs satisfied discriminant validity and were empirically distinct.

Table 2: AVE (Average Variance Extracted) for latent variables
Latent Variables AVE
User experience (UX) 0.533
Customer Satisfaction (CS) 0.633
Customer Loyalty (CL) 0.723

Table 3: Fornell-Lacker criterion results for latent variables
CL CS UX

CL 0.850
CS 0.750 0.796
UX 0.760 0.781 0.873

Table 4: HTMT (Heterotrait–Monotrait) ratio results for latent variables
HTMT

Customer Satisfaction -> Customer Loyalty 0.823
User experience -> Customer Loyalty 0.808
User experience -> Customer Satisfaction 0.859

Table 5: CR (Composite Reliability) results for latent variables
Cronbach’s Alpha CR (rho_c)

CL 0.923 0.940
CS 0.917 0.932
UX 0.965 0.967

Table 6: The Coefficient of Determination (R² and Adjusted R²) for
Customer Loyalty (CL) and Customer Satisfaction (CS)

R-Square R-Square adjusted
Customer Loyalty (CL) 0.805 0.803
Customer Satisfaction (CS) 0.667 0.665

4.2.3 Composite Reliability (CR)
Reliability reflects the accuracy, consistency, and precision of a

measurement tool (Hair et al. 2021). Research showing reliability has
dependable data and consistent results. In PLS, reliability can be assessed
using two metrics, namely Cronbach’s alpha and CR. Table 5 shows the
results of the reliability assessment as follows. The constructs are declared
reliable because the Cronbach’s alpha and CR values are above 0.60 and
0.70, respectively (Hair et al. 2021).

4.3 Structural Model Evaluation (Inner Model)
4.3.1 Coefficient of Determination Test (R²)

The Structural Model (Inner Model) was tested after the estimated
model met the criteria of the Outer Model. The R-squared (R²) values for
the constructs in this research are as follows.

Based on Table 6, the adjusted R-squared value for Customer Loyalty
is 0.803, indicating a strong model fit. This result suggests that User
Experience and Customer Satisfaction explain 80.3% of the variance in
Customer Loyalty. In addition, Customer Satisfaction has an adjusted
R-squared value of 0.665, which also indicates a strong model fit, meaning
that 66.5% of the variance in Customer Satisfaction is explained by the
independent variables.

4.4 F-Square Test
The F-square test is conducted to determine the relative effect size

of the independent latent variables on the dependent latent variables.
According to Hair et al. (2021), the criteria for measuring the F-squares
are as follows.

a. An f² value of 0.35 shows that the independent latent variables exert a
large effect on the dependent latent variable.

b. An f² value of 0.15 shows that the independent latent variables have a
medium (moderate) effect on the dependent latent variable.

c. An f² value of 0.02 suggests that the independent latent variables have
a small effect on the dependent latent variable.

The F-square values for the Customer Loyalty variable are 0.336 and
0.424 (Table 7). Therefore, the independent variables influencing Customer
Loyalty have a strong effect. The F-square value for Customer Satisfaction
was 2.002 since the independent variables have a strong effect.

4.5 T-test of Significance
Calculations were performed using the dimensions of the validated

variables to determine the significance of the parameter coefficients. This
research ascertained the positive and negative effects, as well as the level
of significance based on p-values below 0.05 and t-statistics greater than
or equal to 1.96 (Hair et al. 2021). The relationship between the two
constructs was deemed significant when the t-statistic exceeded the t-table
value (1.96). Based on Table 8, the bootstrap analysis results of the latent
variabels are as follows.
a. Effect of User Experience on Customer Satisfaction

The original sample estimate for the effect of User Experience on
Customer Satisfaction is positive, namely 0.817. The t-statistic is 21.176
> 1.96 (Hair et al. 2021), showing that the relationship is significant.
Therefore, User Experience has a positive and significant effect on
Customer Satisfaction. This result is consistent with Rezaldi (2018),
where User Experience dimensions such as attractiveness, efficiency,
dependability, stimulation, and novelty significantly influence customer
satisfaction. This research confirms that a positive user experience
generates a sense of satisfaction with digital services, particularly
among Generations Y and Z, who have high expectations of application
performance and convenience.

Table 7: f² values for structural model paths
HTMT

Customer Satisfaction -> Customer Loyalty 0.336
User experience -> Customer Loyalty 0.424
User experience -> Customer Satisfaction 2.002
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Figure 3: Bootstrap analysis test result of the latent variables

Table 8: Bootstrap testing results of the latent variables
Original
Sample
(O)

T
Statistics
(|O/STDEV|)

P
-Values

Customer Satisfaction -> Customer
Loyalty

0.443 5.529 0.000

User experience -> Customer Loyalty 0.498 6.716 0.000
User experience -> Customer Satisfaction 0.817 21.176 0.000

b. Effect of User Experience on Customer Loyalty
The original sample estimate for the effect of User Experience on
Customer Loyalty is positive at 0.498. The t-statistic is 6.716 > 1.96
(Hair et al. 2021), showing a significant relationship. Thus, User
Experience has a positive and significant effect on Customer Loyalty.
This result is consistent with Pamungkas (2013), where a strong user
experience can significantly enhance customer loyalty. In the context
of digital banking, loyalty is evidenced by repeated usage and the
likelihood of recommending the service to others.

c. Effect of Customer Satisfaction on Customer Loyalty
The original sample estimate for the effect of Customer Satisfaction on
Loyalty is 0.443, with a t-statistic of 5.529 > 1.96 (Hair et al. 2021),
showing a significant effect. Therefore, Customer Satisfaction has
a positive and significant effect on Loyalty. This research reinforces
the results of Constantin (2012), where satisfied customers tend to
exhibit higher levels of loyalty because of the reluctance to take the
risk of trying a new service. In the context of Jago Syariah, positive
experiences contribute directly to the intention of using the application
and recommending the service to others, creating a network effect for
the sustainability of Sharia digital banking services.

5 Conclusion

In conclusion, the users of Jago Syariah mobile banking were
predominantly from Generations Y and Z residing in the Jabodetabek
area. Most respondents were active users who regularly used mobile
banking for daily financial transactions, particularly for fund transfers and
balance inquiries. The majority of these individuals had attained a diploma
or bachelor’s degree (D3/S1), and represented diverse occupational and
income backgrounds. The results showed that User Experience (UX) had
a significant influence on Customer Satisfaction and Loyalty. Therefore, a
more positive user experience led to higher levels of satisfaction and loyalty
toward Jago Syariah mobile banking services. Customer Satisfaction was
found to have a significant effect on Loyalty, suggesting that satisfied users
were expected to continue using the service and recommend the application
to others.
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