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ABSTRACT
The purpose of this study is to obtain empirical evidence whether customer experience and customer
satisfaction affect the financial performance of a bank for users digital banking in Indonesia. The number of
samples in this study were 261 respondents. The criteria for respondents in this study are respondents who
live in Jakarta, Bogor, Depok, Tangerang and Bekasi and respondents who are users of banking services
digital banking. This study uses a non-probability sampling technique. Data collection techniques through
questionnaires online. Data analysis using PLS-SEM. The result of the first research is that customer
experience has a positive effect on financial performance. Second, customer satisfaction has a positive effect
on financial performance.
Keywords: Financial Performance, Customer Experience, Customer Satisfaction.

1. INTRODUCTION
The rapid development of technology in the world,
especially technological developments in the banking
sector has a significant impact on bank marketing efforts.
In the current pandemic, the use of digital banks has
experienced a very significant increase. Digital banking
has become the main choice for conducting banking
transactions such as transferring a certain amount of
money, opening a bank account and others. Digital
banking changes the traditional banking model to
digitalization, which provides convenience and
effectiveness for its users [1]. This shift in model shows
that it is important for banks to understand the impact of
digital banking on customer experience.
Customer is a source for all companies. Without it
company wouldn’t have any revenue, profit or market
value. Factors that maintain customer satisfaction on users
of digital banking such as ease of use digital services, fast
response to risks, and protection of customer personal data
[2], so it can be able to create long-term relationships. In
addition, the emotional value of sympathy and empathy
created in long-term relationships that result in customer
loyalty to the bank has a positive impact on the bank's
financial performance [3].
One of the Banks in Indonesia that has had an increase in
digital banking users is also known as BCA Bank. Which
was increased 28.9 percent users for mobile banking user

and increased 5.7 percent users for internet banking user
[4]. Meanwhile, compared with increases on digital
banking user numbers such as mobile banking or internet
banking, the unbankable number is more high than it [5].
Compared the high of the unbankable number in Indonesia
has become the main reason for Indonesia to review and
also evaluate toward bank services, so that can reduce
number of the unbankable in Indonesia [6]. Therefore,
bank should understand what is the factor that will have an
impact on customer experiences and customer satisfaction
which is a consideration in the use of digital banking
services.
While customer has good experience toward of product
use or digital banking services. It affects to customer
satisfaction, which is able to form an emotional outcome
that is a long-term relationship, where the customer
assesses that the product or service has met their
expectations and needs, so that the customer will be
committed to always using digital banking services and
also recommend it to others. In this research, the
researcher reviews and integrates existing knowledge
about customer experience and provides some
generalizations about its impact on the financial
performance of bank. Marketing seeks to maintain
accountability. It is important for banks to know how the
customer experience with profit.

1.1. Research Objectives
The purpose of this study is to analyze and determine the
effect of customer experience and on financial
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performance of banks on users of digital banking in
Indonesia. And the effect of customer satisfaction on
financial performance of banks on users of digital
banking in Indonesia.

H1 : Customer Experience has a positive
effect on Financial Performance

2. LITERATURE

According to Chandra [7] customer satisfaction as a
feeling or evaluation of the customer towards the product
or service. Where customer satisfaction is the customer
fulfillment of expectations or needs for products or
services. Such satisfaction is more than being willing to
pay a premium, recommend the service and continue to
use it. This can have an impact on the company's profits
and reduce bank costs associated with providing services
[18]. According to research by Obeng and Mkhize [9] and
Fusva et al. [12] customer satisfaction has a significant
impact on financial performance. Satisfaction is an opinion
or evaluation from a customer after product use or
transaction or experience of product or service use [17].
H2 : Customer Satisfaction has a positive effect on
Financial Performance

2.1. Customer Experience
According to Chandra [7] customer experience or
customer evaluation is a service where the experience is
mentioned by feelings and social dimensions. This relates
to the feeling of satisfaction felt by the customer if the
expectations or expectations of the customer are met [8].

2.2. Customer Satisfaction
According to Obeng and Mkhize [9]. Customer
satisfaction or financial satisfaction [10] is a specific
transaction which is an after-opinion or evaluation.
Ratings from customers after purchase or transaction or
cumulative, which means the overall evaluation of the
purchase amount and the experience of using the product
or service [11].

2.3. Financial Performance
According to Fusva et al. [12] Financial performance is a
unit of measurement used to assess the health of a bank.
The health of a bank includes several risk assessments,
used as a key internal performance measure for each bank
entity[13].

2.4. The Relationship Between Variables
2.4.1. Customer Experience has a positive
effect on Financial Performance
According to Mbama and Ezepue [15], improving
experience handling customer in using services, in the
form of good product quality, fast risk, and ease of use of
digital banking. These factors are able to form a customer
service perspective that has an positive impact on
company profits. According to research by Bennett and
Molisani [16] and Berrais and Hamouda [17] that has a
significant and positive impact of customer experience on
financial performance. Those Factors be able form
perspective of customer services impact on profit.

2.4.2. Customer Satisfaction has a positive
effect on Financial Performance

3. RESEARCH METHODOLOGY
In this study, the method of this research used a descriptive
cross-sectional method. The sampling method in this
research is the non-probability sampling, which is
convenient sampling so that data collection will be more
easy. The sample of this study amounted to 261
respondents who used digital banking services in Jakarta,
Bogor, Depok, Tangerang and Bekasi. The measurement
of the research object was measured using a Likert scale.
Financial performance of banks is measured using a proxy
of financial performance as NPS (CLV) [19]. The data
analysis method in this study uses structure equation
modeling (SEM) with the help of the Smart PLS 3.3.3
program. The level of significance used in this study was
5% [20]. The value of t-statistics used in this study is
higher than 1.96 and p-value lower than 0.05. In the
analysis of the outer model, all the variables in the study
met the value of the outer model, namely the loading
factor > 0.7 and the average variance extracted (AVE)
value > 0.50. The reliability test that measures composite
reliability and Cronbach's alpha in this study obtained a
value of > 0.5.
The measurement of the variables used refers to
the previous research as shown in Table 1.

Table 1 The Measurement of the Variabels

No

Variable

Indicator

Source

1

Customer Experience (CE)

12

Mbama and Ezepue 2018

2

Customer Satisfaction (CS)

5

Mbama and Ezepue 2018

3

Financial Performance (FP)

3

(Mbama and Ezepue 2018), (Reichheld, 2003)

3.1. Statistical Test Results
The result of testing shows 261 respondents show that
majority of respondents are women (60.54%).
Furthermore, the majority of respondents are 18-25 years
old (60.54%). The last education are bachelor’s degree
(72.03%). Live in Jakarta (50.58%). And 60.53% of the
respondents use a mobile banking service for 2-5 years
(51.34%) for personal use (55.56%). The result of
validation shows this research is valid, where all values are
Loading Factor > 0.7 and Average Variance Extracted >
0.5. The result of realibility show this research has a
coefficient Cronbach Alpha and Composite Reliability
value are > 0.5 it means reliable.
Table 2. Characteristics of Participants

Characteristics

Participants for
construct validity n=
261
∑

Characteristics

Participants for
construct validity n=
261

%

Age

∑

%

Digital Banking Services

< 18 years

2

00.76%

Mobile Banking

158

60.53%

18-25 years

158

60.54%

Internet Banking

10

03.83%

26-35 years

78

29.88%

Both

93

35.64%

36-45 years

10

03.83%

>45 years

13

04.99%

< 1 year

9

03.45%

1-2 years

24

09.19%

Gender

Duration of Use

Female

158

60.54%

2-5 years

134

51.34%

Male

103

39.46%

> 5 years

94

36.02%

Education

Address (City)

< High School

40

15.33%

Bekasi

7

02.68%

D3

5

01.92%

Bogor

2

00.77%

Bachelor

188

72.03%

Depok

1

00.38%

Master

22

08.43%

Jakarta

132

50.58%

Doctoral

6

02.29%

Tangerang

119

45.59%

Purpose of Use
Personal Use
Business
Both

145

55.56%

3

01.14%

113

43.40%

Table 3. R-Square Anlysis (Q2)

4. DISCUSSION
Q Square

Financial Performance

0,339

Source : The Results of Data Analysis using Smart PLS
Table 4. Cross Validated Redundancy (R2)

R Square
Financial Performance

0,399

Source : The Results of Data Analysis using Smart PLS
The result of the coefficient of determination R2 from this
study shows the percentage value of the variable of
financial performance is 0.399, meaning that the influence
of customer experience and customer satisfaction on
financial performance is 39.9%. Based on the test results,
the value of R square in this study is classified as weak
[21]. Then the test results are predictive relevance (Q2)
0.339 which means that the variable constructs contained
in this study are relevant to measuring the research . Given
the results, we can conclude that the structural model has a
very good fit. [21].
The result of Hypothesis test to know wether a variable
has a significant or not impact is look at t-statistic value >
1.96 and p-values < 0.05. The research showed that
“customer experience” and “customer satisfaction”
positively affect banking performance (Financial
Performance). Customer experience has coefficient value
0.196, T-statistics value 2.801 and P-value 0.005 which it
means has a positive impact on financial performance.
Customer satisfaction has coefficient value 0.465, Tstatistics value 6,776 and P-value 0.000 which means has a
positive impact on financial performance.
Thus, we can confirm that there is a significant direct
relationship between the independent variable and the
dependent variable of the model . So the results are H1 and
H2 are not rejected. Customer experience and banking
performance has a significant and positive effect. This
result supports Berraies dan Hamouda (2018) dan Bennett
dan Molisani (2020) researches.
This research showed that bank use customer experience
as a measure of bank performance especially digital
banking services. Customer satisfaction and banking
performance has a significant and positive effect. This
result supports Bennett dan Molisani (2020) research.
Customer satisfaction is an evaluation of the use of digital
banking services. Customer satisfaction is formed because
digital banking is able to meet customer’s expectation
such as the fulfillment of financial transactions, obtaining
information related to digital banking services and ease of
using digital banking.
This research shows complaints or negative comments
about the product, so that positive customer reactions such
as recommending products to others are considered to
improve company performance.

The results of testing hypothesis H1 proves that the
customer experience is able to positively affect to financial
performance. A positive experience is able to give a
distinct impression on the customer so as to reduce.
Results of testing the hypothesis H2 prove that customer
satisfaction is able to influence positively affect on
financial performance. Customer satisfaction is formed
because of the fulfillment of the expectations or
expectations of these customers. If this is fulfilled, it can
be concluded that if the customer is satisfied with the
performance of digital banking, the customer will use the
service continuously and will indirectly help promote
digital banking to other customers. This is able to increase
users of digital banking which has an impact on the bank's
profit. The results of this study are in line with research
conducted by Bennett and Molisani [16], and Berraies and
Hamouda [17].

5. CONCLUSIONS
The conclusion that can be drawn based on the results of
this study is that customer experience and customer
satisfaction have a positive effect on financial
performance. The results of this study also provide
suggestions so that companies can provide good
experience and satisfaction for customers as long as
customers use digital banking services. By increasing
these two things, consumers will feel satisfied and happy
so as to create loyal customers.

6. RECOMMENDATIONS
In the future, it is considered essential to extend this
research to bank in Indonesia, for example West Java. So
in order to have a clearer view of the notions of the
respondents who have financial products in more than
Jakarta, Bogor, Depok, Tangerang and Bekasi. Another,
recommendation would be to use sample for ages in a at
range above 25 years old, so next research can find another
perspective from another age gap. This would provide
more accurate outcomes in the next research. For next
research, researchers can combine with other variables that
can show another effect on bank’s financial performance.
In the future, for next research can added new criteria for
example revenue from respondents and the average of
transactions on digital banking in a day.

7. MANAGERIAL IMPLICATIONS
In relation to the results of the research, several managerial
implications that can be applied by banks can be
conveyed. Seeing from the positive impact of customer
experience and customer satisfaction, banks are
encouraged to continue to improve services such as service
quality, quick response to risks and provide ease of use in
creating customer experience and satisfaction.
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