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Abstract

This study aims to determine the effect of information quality and promotional media on satisfaction with BSI mobile banking (case study of FAI UMSU students). This study uses a quantitative method with random sampling of 84 samples. The data analysis technique used in this study is quantitative analysis, namely the process of analyzing data in the form of numbers by means of statistical calculations to measure the quality of information and promotional media on satisfaction with BSI mobile banking. The results of the study show that simultaneously, information quality (X1) and promotional media (X2) have a significant effect on BSI mobile banking user satisfaction (Y).  
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INTRODUCTION
Information technology has become a key factor in the success of companies and organizations. Rapid advances in communication, media, and information technology, as well as the widespread growth of global data infrastructure, have transformed business patterns and practices across industry, commerce, government, socio-political landscapes, and banking (Ismulyaty et al., 2022). Fierce competition in the banking world has led to the development of self-service internet services. Self-service innovation for consumers is one way to provide freedom and greater control to customers (Supriadi, 2014).
In Indonesia, there are two types of general banking companies: conventional banking and Islamic banking, both of which play a significant role in the Indonesian economy. However, the operational systems of conventional banks differ from those of Islamic banks: conventional banks are based on an interest-based system, while Islamic banks are based on a profit-sharing system (Sihotang et al. 2023).
According to Diva et al. (2022), Islamic banks are banks that carry out their business activities based on sharia principles based on the Qur'an and Sunnah. In operating, Islamic banks use a profit-sharing system, namely dividing profits between the bank and customers in accordance with Islamic law.
The banking industry has experienced developments driven by technological advances, as evidenced by changes in how banks operate when conducting transactions. According to the Indonesian Payment Systems Association (ASPI), before 2000, transactions could only occur when customers visited the office and met with bank employees. However, today, with technological advances, customers can conduct transactions anywhere and at any time (Mundir, 2021).
One of the facilities provided with self-service is mobile banking technology. Mobile banking is part of e-banking technology, which is a breakthrough in the latest wireless banking information services. Although it was preceded by ATMs, telephones, and internet banking in supporting banking activities, mobile banking has another advantage in making transactions quick and efficient (Shaikh, 2014).
While mobile banking offers various conveniences to customers in conducting transactions, it also has its drawbacks in terms of limited access. Customers who wish to access mobile banking services via smartphone must be connected to the internet. Transactions cannot be made without an internet connection. However, these limitations do not deter customers from using mobile banking services; customers remain satisfied with the use of mobile banking for various transaction activities. Based on data from mobile banking users of PT. Bank Syariah Indonesia in 2024, the total number of mobile banking users reached 7.12 million.
This indicates a high level of public interest in using mobile banking services, which provide convenience for customers in conducting banking transactions. Mobile banking services are accessible to customers 24/7 and can be used anytime and anywhere. This is supported by research by Gusmar et al. (2023), who stated that the increasing use of mobile banking is due to the security, convenience, and speed experienced by customers at the Katamso Sharia branch of Bank Sumut.
Customer satisfaction has a positive effect on commitment and trust, service quality and promotion on social media have a positive effect on trust, and commitment and trust can mediate the relationship between customer satisfaction, service quality, promotion on social media and customer loyalty (Sofyan et al., 2022). Service quality, promotion affect customer satisfaction. Service quality affects customer loyalty, promotion affects customer loyalty, customer satisfaction affects customer loyalty. Customer satisfaction mediates the effect of service quality on customer loyalty, as well as customer satisfaction mediates the effect of promotion on customer loyalty (Novianti, et. Al, 2018). Digital services have a positive effect of 78% on customer satisfaction because digital services have a significant effect on the ease of transactions carried out by customers and the most influential so that they can make direct transactions (Chairunnisa & Rahmayati, 2022).
Based on the results of a pre-survey conducted at the Faculty of Islamic Studies (FAI) of UMSU, 71% of the sampled students who used BSI Mobile Banking found it convenient. This is because BSI Mobile Banking is very flexible and easy to use, so that students can easily make payments, transfers, and purchase products available on BSI Mobile Banking when they do not carry cash. However, 67% of the sampled students were dissatisfied with BSI's service because BSI was not fast and accurate in handling customer complaints.

REVIEW OF LITERATURE
Information Quality
Information quality is the quality of information produced by the information system being used. The higher the quality of information produced by an information system, the greater the user satisfaction.
So that accounting information presented in the form of reports can be used as a basis for decision making, the accounting department is required to be able to present accounting information that is relevant, accurate, and timely (DeLOne and McLean, 1992 in Iranto, 2011).
Four indicators that support the quality of information are information accuracy, timeliness, completeness of information, and presentation of information (format).
a. Accuracy of Information
The quality-of-service information must be supported by the accuracy of the information provided. Accuracy is one of the most important factors in service and information delivery.
b. Timeliness
Information is the foundation for decision-making. Therefore, it must be presented in a timely manner. Outdated information is no longer valuable. Delayed decision-making can have dire consequences for the organization.
c. Completeness of Information
The information produced or required must be complete, because if the information produced is partial, it will certainly influence decision-making or determining overall actions, so that it will affect the ability to control or solve a problem that occurs in an organization.
d. Information Presentation (Format)
Information is considered comprehensible when it is presented in a useful and understandable format. Information is understandable to users because it is presented in a form and with terms that are appropriate to the user's understanding or knowledge. Information format refers to how the information is presented to the user. The appropriate format for information depends on the user and the intended use.
Promotional Media
Promotional media is a tool for communicating a product, service, image, company, or other information to the wider public. The oldest form of promotion is word of mouth. While highly effective, it's less efficient because the speed of delivery is difficult to measure and predict.
Promotional media has 4 indicators, namely:
a. Social media
b. Word of Mounth
c. Provide information
d. Providing knowledge about the product
According to Shimp (2000), promotion has 5 very important functions for a company, namely:
1. Informing (Providing Information)
2. Persuading
3. Reminding
4. Adding Value
5. Assisting (Assisting other efforts of the company)
There are 3 types of promotional media, namely:
1. ATL (Above The Line) Media
2. BTL (Below The Line) Media
3. TTL (Through The Line) Media
Customer Satisfaction
The primary factor influencing the success and prosperity of a business is customer satisfaction. The more loyal customers a business has, the more successful and sustainable the business will be. Satisfaction is a post-consumption assessment used to select from various options to meet expectations (Amalia & Hastriana, 2022).
Customer satisfaction measurement is carried out using 4 means, namely:
1. Complaint and suggestion system, meaning how many complaints or grievances are made by customers in one period, the more the better.
2. Consumer satisfaction survey, periodically, this bank needs to conduct surveys either through interviews or questionnaires related to the bank where the customer has made transactions so far.
3. Fake bank customers can send employees or other people to pretend to be customers to see the services provided by bank employees.
4. Former Customer Analysis, looking at the records of customers who were once bank customers to find out why they did not become our customers.
The indicators of Isra Hayati (2019) customer satisfaction are:
1. Customers are happy to make purchases
2. Satisfied customers make purchases based on experience
3. Products meet customer expectations
4. Customers believe the product will not disappoint them
5. Customers do not complain about the product
Mobile Banking
Technological advancements are also highly sought after in the banking world, as evidenced by the development of systems used by banks to facilitate customer transactions. This development, particularly the emergence of automated teller machines (ATMs), is often referred to as "mobile banking." Mobile banking is a mobile commerce application focused on the banking and financial sectors.
Mobile Banking services are divided into 4 parts, namely:
1. Speed, namely the speed and ease of access for customers in using Mobile Banking services. The speed service element can facilitate customers in conducting banking transactions more quickly, thereby increasing customer satisfaction with the speed and ease of transactions (satisfaction with speed).
2. Security, namely the guarantee of confidentiality in every m-banking service. The security service element can guarantee the confidentiality of transaction data and customer data so that customers feel satisfied with the guarantee of security when using Mobile Banking facilities (satisfaction with security).
3. Accuracy, namely the accuracy and precision in obtaining information regarding Mobile Banking. The accuracy service element can provide information on customer transactions and financial data accurately, so that customers feel satisfied with the level of accuracy of Mobile Banking services (satisfaction with accuracy).  
4. Trust, namely, customer trust in the bank where the Mobile Banking service is carried out. The trust service element can provide customer trust in the credibility of the Mobile Banking service provided by the bank, so that customers will trust the Mobile Banking service (satisfaction with trust).

RESEARCH METHOD
This study used a quantitative approach. Quantitative research is a systematic scientific study of parts and phenomena and the causality of their relationships. This study used a questionnaire as an instrument using multiple linear regression analysis. This method was used to determine the Effect of Information Quality and Promotional Media on Satisfaction with BSI Mobile Banking (Case Study of FAI UMSU Students). In this study, sampling used Random Sampling, namely random sampling without considering strata in the population. This study used 84 samples.
The questionnaire used to determine the validity and reliability of each statement used SPSS to determine the level of significance and the relationship between each variable. Answers to each instrument item used a Likert scale with a gradation of assessments ranging from strongly agree to strongly disagree. The research instrument using the Likert scale was created in the form of a checklist and then given to respondents using a random sampling method. Variable measurements were carried out using a five-alternative choice scale (Likert scale). Related quality variables were assessed as follows:
Table 1.
Variable Quality Assessment
	Code
	Criteria
	Mark

	STS
	Strongly Disagree
	1

	TS
	Don't agree
	2

	N
	Neutral
	3

	S
	Agree
	4

	SS
	Strongly agree
	5


	The data analysis technique used in this study is quantitative analysis, which is the process of analyzing numerical data using statistical calculations to measure the quality of information and promotional media on satisfaction with BSI mobile banking users. Data analysis was conducted through validity and reliability testing, multiple regression testing, and classical assumption testing. To prove the hypothesis, the author used the F-test and t-test.

RESULTS AND DISCUSSION
General Description of Research Subjects
This research was conducted on FAI UMSU students located at Jl. Kapten Muchtar Basri No. 3, Medan, North Sumatra. 20238. Indonesia. The research data used a questionnaire instrument distributed to FAI faculty students as research samples. The questionnaire was distributed by the researcher to the sample studied with the following details:
Table 2. 
Questionnaire Description
	Number of Samples
	Questionnaires Distributed
	Return Questionnaire
	Questionnaire Processed
	Presentation

	84
	84
	84
	84
	100%


Source: Research Results
Based on Table 1, it is explained that the questionnaires were given to 84 respondents, and the researchers obtained results with characteristics of 64% male and 36% female, with characteristics of 15% aged 20 years, 34% aged 21 years, 28% aged 22 years, and 23% aged 23 years. As well as 40% majoring in Islamic banking, 6% majoring in Islamic business management, 18% majoring in early childhood Islamic education, and 36% majoring in Islamic religious education.
Prerequisite Test
Validity and Reliability Test
The use of valid and reliable instruments in research is a prerequisite for data collection, ensuring that the research results are valid and reliable. A valid and reliable instrument is a valid instrument, meaning the measuring tool used to obtain the data is valid. A reliable instrument, on the other hand, produces the same results when used repeatedly for measurement.
Based on the prerequisite tests conducted, 20 questionnaires were obtained from 25 questionnaires with validity and reliability. In the validity test, ifr count > r table, then the statement is declared valid, and in the reliability test, if the Cronbach Alpha value > 0.60, then the questionnaire or survey is declared reliable or consistent.
Classical Assumption Test
Based on the classical assumption test, it was found that the normality test has a probability value of 0.200, so the requirement for the normality test is: If Sig. > 0.05 → the residuals are normally distributed. The normality test aims to test whether the confounding variables or residuals in the regression model have a normal distribution. As is known, the t and F tests assume that the residual values ​​follow a normal distribution. A regression equation is said to be good if it has independent variables and dependent variables that are normally distributed.
Table 3. 
Multicollinearity Test
[image: ]
The multicollinearity test found that the VIF value for information quality and promotional media was 1,000. This is seen in the table, so if the tolerance > 0.10, there is no multicollinearity. The multicollinearity test aims to determine whether the regression model found a correlation between independent variables. A good regression model should not have a correlation between independent variables. The multicollinearity test is carried out by looking at the magnitude of the Variance Invelantions Factors (VIF) and tolerance. If the VIF > 10, this means there is a correlation between the independent variables, and vice versa, if the VIF value < 10, this means there is no correlation between the variables.
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Figure 2
Heteroscedasticity Test
In the Heteroscedasticity Test, the scatterplot image above shows the distribution of points between the Regression Standardized Residual and the Regression Standardized Predicted Value on the dependent variable of Service Satisfaction. The points appear to spread randomly above and below the number 0 on the Y-axis without forming a particular pattern, either a conical or a wide pattern. The distribution of points is also relatively even along the X-axis. Thus, it can be concluded that there are no symptoms of heteroscedasticity in this regression model. This means that the residual variance is homogeneous (constant), so that the classical assumptions regarding homoscedasticity are met and the regression model is suitable for further analysis.
Description of Research Variables
	After the data is collected, the next step is to tabulate the data to see how respondents respond to the research variables, namely Information Quality (X1), Promotional Media (X2) or also called the independent variable, and Satisfaction with Mobile Banking Use (Y) or also called the dependent variable. Then, the average of each answer given by the respondents, to facilitate the assessment of the average, an interval is created.
Data Analysis
Multiple Linear Regression Analysis


Table 4.
Multiple Linear Regression Analysis
[image: ]
Source: Research Results
This table aims to determine the influence of information quality and promotional media on satisfaction with BSI mobile banking. Based on the calculations in the table, the following multiple regression equation can be formulated:
Y=20.740−0.163X1+0.057X2
Where:
· Y= Satisfaction with Mobile Banking
· X₁= Information Quality
· X₂= Promotional Media
From this equation, it can be explained that:
1. Constant (20,740)
The constant value of 20.740 indicates that if the variables of Information Quality (X₁) and Promotional Media (X₂) are considered constant or have a value of zero, then the Satisfaction of Mobile Banking Use is estimated at 20.740. This constant can be interpreted as a basic value of satisfaction that has been formed even without being influenced by the two independent variables.
2. Information Quality Coefficient (-0.163)
The regression coefficient for the Information Quality variable is -0.163, indicating that every one-unit increase in Information Quality will actually decrease Mobile Banking Satisfaction by 0.163 units, assuming Promotional Media remains constant. However, the t-test significance value of 0.075 (>0.05) indicates that the effect is not statistically significant. In other words, changes in Information Quality are not proven to have a significant effect on Mobile Banking Satisfaction in this study.
3. Promotion Media Coefficient (0.057)
The regression coefficient for the Promotional Media variable is 0.057, meaning that every one-unit increase in Promotional Media will increase Mobile Banking User Satisfaction by 0.057 units, assuming constant Information Quality. However, the significance value of 0.607 (> 0.05) indicates that the influence of Promotional Media on Mobile Banking User Satisfaction is also insignificant. This means that increasing promotional media does not necessarily guarantee an increase in user satisfaction.
Based on the regression equation and significance test, it can be concluded that neither Information Quality nor Promotional Media has a significant influence on Mobile Banking User Satisfaction. Although the regression coefficients indicate a direction of influence (negative for information quality and positive for promotional media), neither statistically plays a significant role in explaining variations in user satisfaction. Therefore, other factors outside the studied variables are likely more dominant in influencing satisfaction levels, such as service quality, transaction speed and security, system reliability, and application ease of use.
Hypothesis Testing
T-Test (Partial)
Table 3. 
t-Test (Partial)
[image: ]
	The (partial) t-test is used to determine the partial (separate) effect of the independent variable on the dependent variable, whether the effect is significant or not. Based on the results of Table 3, it can be explained that:


Information Quality (X₁)
· The value of B = -0.163, meaning that every 1 unit increase in information quality will decrease satisfaction with mobile banking use by 0.163 units (negative direction of influence).
· The t value = -1.803 with Sig = 0.075 > 0.05, shows that the influence of Information Quality on Satisfaction with Mobile Banking Use is not significant.
· Conclusion: H₀ is accepted, H₁ is rejected → Information Quality does not have a significant effect on Mobile Banking Usage Satisfaction.
Promotional Media (X₂)
· The value of B = 0.057, meaning that every 1 unit increase in promotional media will increase satisfaction by 0.057 units (positive direction of influence).
· The t value = 0.516 with Sig = 0.607 > 0.05, shows that the influence of Promotional Media on Satisfaction with Mobile Banking Use is not significant.
· Conclusion: H₀ is accepted, H₁ is rejected → Promotional Media also does not have a significant effect on Mobile Banking Usage Satisfaction.
The partial t-test results indicate that neither the Information Quality nor the Promotional Media variables have a significant effect on Mobile Banking User Satisfaction. This is indicated by the significance value of each variable being greater than 0.05, namely 0.075 for Information Quality and 0.607 for Promotional Media. Thus, it can be concluded that changes in the two independent variables have not been proven to significantly affect the level of satisfaction of mobile banking users. The results of this partial t-test confirm the previous findings in the R² test, that the contribution of Promotional Media and Information Quality to Service Satisfaction is very small and insignificant.
F Test (Simultaneous)
The F test is used to prove the truth of the hypothesis that determines the extent to which the variables used are able to explain the dependent variable. The F test is used to determine the influence of independent variables together on the dependent variable. The test is conducted by looking at the calculated f and the table f. The basis for taking this test is two ways: if the significance value is <0.05, then H0 is rejected and Ha is accepted, meaning the independent variables together influence the dependent variable.
If the significance value is > 0.05, then H0 is accepted and Ha is rejected, meaning that the independent variables together have no effect on the dependent variable. And if Fcount < Ftable, then H0 is accepted and Ha is rejected. And if the Fcount value is > Ftable, then H0 is rejected and Ha is accepted.
Table 5. 
F Test
[image: ]
The results of the F-test in this study indicate that the variables of Promotional Media and Information Quality simultaneously do not have a significant effect on Satisfaction with Mobile Banking. This is indicated by the calculated F-value of 1.771 with a significance of 0.177 which is greater than 0.05. Thus, it can be concluded that the two independent variables in this model are not able to jointly explain variations in Satisfaction with Mobile Banking. The results of this F-test are consistent with the results of the R² test (which is only 0.042) and the previous partial t-test, namely the contribution of Promotional Media and Information Quality to Satisfaction with Mobile Banking is very small and insignificant.
The F-test results indicate that the Promotional Media and Information Quality variables simultaneously have no significant effect on Mobile Banking User Satisfaction. This is indicated by the calculated F-value of 1.771 with a significance level of 0.177, which is greater than 0.05. Thus, it can be concluded that the two independent variables in this model are unable to jointly explain variations in Mobile Banking User Satisfaction.
The Influence of Information Quality on Satisfaction with BSI Mobile Banking Users
Based on the partial regression analysis, the Information Quality variable has a regression coefficient of -0.163 with a significance level of 0.075 (>0.05). This indicates that information quality has a negative but insignificant effect on satisfaction with BSI mobile banking. In other words, although information quality has improved, it has not significantly increased user satisfaction.
These findings indicate that BSI mobile banking user satisfaction is largely determined by aspects other than information quality, such as access speed, security, system reliability, and ease of use. Therefore, improving information quality alone is not sufficient to increase satisfaction; it must be balanced with improvements in overall service quality. These results suggest that although the information provided by the BSI mobile banking application is clear and readily available, this is not the primary factor perceived by users in assessing satisfaction. User satisfaction is more influenced by other, more directly perceived factors, such as access speed, transaction security, ease of application navigation, and the overall quality of banking services.
The Influence of Promotional Media on Satisfaction in Using BSI Mobile Banking
Based on the partial regression test results, the Promotion Media variable has a regression coefficient of 0.057 with a significance value of 0.607 (> 0.05). This indicates that promotional media has a positive but insignificant effect on satisfaction with BSI mobile banking. In other words, although increasing promotional media can slightly increase satisfaction, the effect is not statistically significant. This result can be interpreted as meaning that promotions carried out by BSI, whether through advertisements, brochures, social media, or digital campaigns, play a greater role in providing information and attracting the interest of potential users, but do not have a direct impact on user satisfaction after the service is used. Users tend to judge their satisfaction based on their actual experience when using the application, rather than on how intensively the promotion is carried out.
The Influence of Information Quality Variables (X1), Promotional Media (X2) on Satisfaction with BSI Mobile Banking (Y)
Based on the t-test (partial), Information Quality (X1) has a Sig value <0.05, so it has a significant effect on User Satisfaction (Y). This shows that the better the quality of information presented in the BSI mobile banking application (accurate, clear, relevant, and easy to understand), the higher the level of user satisfaction. The results of the study show that information quality has a significant effect on user satisfaction. This supports the theory of Delone & McLean (2003), which emphasizes the importance of information quality in the success of information systems. If the information presented is accurate, clear, timely, and easy to understand, then users feel more confident and satisfied using mobile banking services. Promotional Media (X2) has a Sig value = 0.607 > 0.05, so it does not have a significant effect on User Satisfaction (Y). This means that the promotion carried out by BSI has not been able to provide a real impact on mobile banking user satisfaction. Meanwhile, based on the f test (simultaneous) Sig value <0.05 indicates that Information Quality (X1) and Promotional Media (X2) together have a significant effect on BSI Mobile Banking User Satisfaction (Y).
The results of the study indicate that promotional media does not significantly influence user satisfaction. This finding suggests that user satisfaction is more determined by the actual experience of using the application (speed, security, ease of use), rather than the promotions offered. Promotions serve more to attract initial interest, rather than to increase long-term satisfaction. Although promotional media is partially insignificant, both variables simultaneously have a significant effect on user satisfaction. This means that user satisfaction will be optimal if the quality of information is supported by appropriate and relevant promotions. Good promotions can strengthen users' positive perceptions of the quality of the information and services provided.

CONCLUSION
[bookmark: page14][bookmark: page15]Based on the results of the data analysis that has been carried out, several conclusions can be drawn as follows:
1. Information Quality (X1) has a significant effect on BSI Mobile Banking User Satisfaction (Y). This indicates that the higher the quality of information provided through the mobile banking application, both in terms of clarity, accuracy, and ease of understanding, the higher the satisfaction felt by users.
2. Promotional Media (X2) did not significantly influence BSI Mobile Banking User Satisfaction (Y). This means that BSI's promotions were not strong enough to increase user satisfaction. Users judge satisfaction more from the actual experience of using the application, rather than the promotions offered.
3. Simultaneously, Information Quality (X1) and Promotional Media (X2) significantly influence BSI Mobile Banking User Satisfaction (Y). This indicates that mobile banking user satisfaction will be more optimal if the quality of the information presented is supported by an appropriate and relevant promotional strategy.
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