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Abstract 
This research aims to determine the influence of social media marketing on the 
behavioral intention of digital banking consumers through brand experience 
and relationship marketing in the city of Palembang. This research uses a 
quantitative approach to explain the position of the variables studied and the 
relationship between one variable and another. This research is intended to 
test hypotheses that have been previously formulated. The results of this 
research will explain the causal relationship between variables through 
hypothesis testing. In this research, the analysis method used is path analysis 
with path analysis using the SmartPLS program. The results of this research 
found that 1) There is a partial influence Brand experience on Behavioral 
intention 2) There is an influence of Relationship marketing on Behavioral 
intention 3) There is an influence of Social media marketing on Behavioral 
intention 4) The moderating role of Relationship marketing has no influence 
between Social media marketing on Behavioral intention 5) The Moderating 
role of Brand experience has no influence between Social media marketing on 
Behavioral intention. 
 
Abstrak 
Penelitian ini bertujuan untuk mengetahui pengaruh social media marketing 
terhadap behavioral intent konsumen digital banking melalui brand 
experience dan relationship marketing di kota Palembang. Penelitian ini 
menggunakan pendekatan kuantitatif untuk menjelaskan posisi variabel yang 
diteliti dan hubungan antara satu variabel dengan variabel lainnya. Penelitian 
ini dimaksudkan untuk menguji hipotesis yang telah dirumuskan 
sebelumnya. Hasil penelitian ini akan menjelaskan hubungan kausal antar 
variabel melalui pengujian hipotesis. Dalam penelitian ini, metode analisis 
yang digunakan adalah analisis jalur dengan analisis jalur menggunakan 
program SmartPLS. Hasil penelitian ini menemukan bahwa 1) Ada pengaruh 
parsial Brand experience terhadap Behavioral intent 2) Ada pengaruh 
Relationship marketing terhadap Behavioral intent 3) Ada pengaruh Social 
media marketing terhadap Behavioral intent 4) Peran moderating 
Relationship marketing tidak berpengaruh antara Social media marketing 
terhadap Behavioral intent 5) Peran moderating Brand experience tidak 
berpengaruh antara Social media marketing terhadap Behavioral intent. 
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1. Introduction 

The development of the retail sector in Indonesia is increasingly leading towards 

digitalization, which has resulted in the banking industry also adapting by providing online 

services such as mobile banking and internet banking. Digital banking is a digital payment 

system that does not require cash or an ATM card, you just need to use a smartphone connected 

to the internet network and a mobile banking application. 

The penetration of internet and social media users in Indonesia can be used as an alternative 

marketing activity through social media marketing. In practice, social media is not only a means 

of communication and entertainment, but also has an important position in the business world 

as a supporting tool for marketing communications. (Rugova & Prenaj, 2016)Utilizing social 

media as a business support tool can be done with social media marketing as a marketing 

technique to promote products and collaborate with consumers to achieve business goals. Social 

media marketing can increase the effectiveness of marketing activities with a wide reach and 

can build long-term relationships with customers (Khairul D, 2021) 

Increased sales can occur if consumers feel satisfied with the product or service. The higher 

the level of consumer satisfaction, the better impact it will have on customer loyalty in 

consuming a brand (Javed & Wu, 2020). The strategy used to get loyal consumers is relationship 

marketing which includes segmentation and loyalty programs. To get loyal consumers, 

companies need to build long-term relationships with consumers to gain a competitive 

advantage (Bilgin, 2018). 

The use of various electronic transaction channels for banking services has increased 

tremendously with mobile banking. Customers using mobile banking grew 150 percent in the 

last year (Gatra, 2022). Digital banking transactions grew around 22.13% to IDR 64,175.1 trillion. 

BI noted that the value of digital transactions in 2022 will grow 28.72% to IDR 52,545.8 trillion 

(Ferdianto, 2023). 

This research was conducted on digital banking consumers in Palembang City because the 

growth of electronic money transactions in the South Sumatra Province region, especially 

Palembang City, increased in the first quarter of 2021, recorded at IDR 1.27 trillion, growing 

6.79% (Bank Indonesia, 2021). Then, each consumer's experience in using digital banking is 

different for each bank. Other phenomena in the field, such as good relationships with banks, 

also influence consumers to use these banking products. 

The aim to be achieved and known in this research is to find out the extent of the influence 

of social media marketing on the behavioral intention of banking consumers in Palembang City 

through brand experience and relationship marketing. By knowing how it affects policymakers 

in the banking sector can determine the steps that should be taken so that bank customers 

receive better service. 

2. Method 

The type of research carried out by the author is descriptive qualitative research, namely 

research using a case study method or approach. For this research, the author took a case that 

occurred with a bank customer in Palembang City who actively used digital banking in his 

transactions. The research will be carried out in the city of Palembang including several banks 

that use digital banking applications, namely Bank BNI, Bank Mandiri and Bank BRI. This 
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research uses literature study and field survey methods as well as techniques for obtaining data 

by distributing questionnaires. 

The population of this research is people who use digital banking applications such as BNI 

Mobile, Livin Mandiri and Brimo in Palembang City. This sampling was carried out based on 

the researcher's considerations which considered that the desired elements already existed in 

the sample members taken. Where the selected potential respondents are those who have used 

digital banking applications at least 10 times in the last 6 months. 

Data collection is carried out using a questionnaire survey method among application users. 

Surveys are conducted to obtain feedback on user perceptions of the Application. The data used 

in this research is primary data, namely data obtained directly from questionnaires presented 

online. In this research, the sample size was adjusted to the analysis model used, namely the 

Structural Equation Model (SEM). In this regard, the sample size for SEM that uses maximum 

likelihood estimation (MLE) is 100-200 samples or 5 – 10 times the number of variables 

estimated (Ghozali, 2016). Therefore, the number of respondents needed in this research should 

be 200 respondents. The following  is an observed/measured variables: 

 
Table 1. Operational Definition 

Variable Operational definition Indicator Scale Type 

Independent Variable 
Social Media 
Marketing(X1) 

Social media marketingis 
defined as the use of social 
media technology to 
communicate, convey and 
exchange offers that have 
value for organizational 
stakeholders(Ismail, 2017) 

1. interactivity, 
2. personalization, 
3. informativeness, 
4. word-of-mouth 

(WOM). 

Linkert scale 

Relationship 
Marketing (z) 

Relationship marketing is 
defined as marketing 
activities directed at 
building, developing and 
maintaining long-term 
relationships through 
collaboration with 
customers so that the goals 
of all parties can be met 

1. satisfaction 
2. trust.(z) 

Linkert scale 

Brand Experience (z) A person's experience after 
using a brand results in a 
person's feeling and 
behavioral response by 
talking about and looking 
for information related to 
the brand used. 

1. Sensory 
2. affection, 
3. Behavior 
4. Intellectual 

Linkert scale 

Dependent Variable 
Behavioral 
Intention(Y) 

Behavioral intention is an 
action to represent customer 
loyalty. Therefore, 
behavioral intention 
includes repurchase and 
recommendation intentions 

1. Repurchase 
2. Recommendation 

intent 
Linkert scale 
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Structural equation modeling is a statistical technique used to test a series of relationships 
between several variables formed from factor variables or observed variables. The statistical 
verification analysis method in the research was carried out using the Structural Equation Modeling 
(SEM) method with the help of Smart PLS 3 software. (Cooper et al., 2006) SEM can be carried out 
in stages, as follows: 
a) Model Specifications (Model Specifications) 
b) Estimate 
c) Fit Testing (Testing Fit) 
d) Respecification (Re-specification) 
e) Interpretation and Communication (Interpretation and Communication) 

3. Results and Discussion 

3.1. Respondent Characteristics 

Characteristics of respondents from 150 samples of digital banking users in the city of Palembang 
were 71 men and 79 women. From this data, it can be stated that women are more active in using 
digital banking because women carry out more online transactions, for example, online shopping. 
Based on questionnaire tabulations, digital banking users in the city of Palembang are dominated 
by people aged 20-30 years with a percentage of 32%. Digital banking users with the smallest 
percentage are users aged > 50 years. It can be concluded that during the productive age, people are 
more active in using digital banking for daily needs, whereas during the non-productive age, people 
use digital banking less often or even no longer. The people of Palembang City use digital banking 
more with usage levels <10 times a month as much as 56.7%, users 10-20 times as much as 26.7%, 
and >20 times as much as 16.6% 

3.2. Outer Model Testing 

Research data quality testing is divided into 2 parts, namely data validity and reliability. Data 
quality testing is a stage that a research model must go through before arriving at an influence test 
or correlation test. In general, data validity describes the suitability of each indicator to the variable. 
The analysis results from this test will show several influences of the factor loading, Average 
Variance Extracted (AVE), Discriminant Validity, and Composite Reliability. According to(Muhson, 
2022)The indicator loading factor must have a value of > 0.7, if there is a variable whose factor 
loading is less than 0.7 then it is removed from the existing model. The following are the results of 
testing the outer model of this research: 
 

 

 

 

 

 

 

 

 

Figure 1. Loading Factor calculation results 
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From the picture above, it can be seen that 5 indicators in the social media marketing variable 
must be removed from the model because the loading factor is <0.7, namely indicators X1.1, X1.2, 
X1.3, X1.6, X1.8. In the relationship marketing variable, there is 1 indicator that has been deleted, 
namely X2.4. In the brand experience variable, 5 indicators must be deleted, namely X3.1, X3.4, X3.5, 
X3.6 and X3.7. In the behavioral intention variable, there is one variable that must be deleted, namely 
X4.3. A total of 12 indicators that must be removed from the food model form a new model as 
follows: 
 

 

 

 

 

 

 

 

 

 

Figure 2. Outer loading results 

 

Next, to test the validity, the Average Variance Extracted (AVE) value must be >0.5. Based on the 
table below, all AVE values in the latent variables are >0.5: 

 

Table 2. Average Variance Extracted (AVE) 

Variable Average Variance Extracted(AVE) 

Social media marketing 0.574 
Behavioral experience 0.636 
Behavioral marketing 0.684 
Relationship marketing 0.733 

 

Next, the validity of each latent variable was tested. This test is also referred to as a way to test 
the unidimensionality of the model that has been developed. This test can be seen from the Cronbach 
Alpha and Composite Reliability values which are >0.7(Muhson, 2022)  
 

Table 3. Cronbach Alpha and Composite Reliability 

Variable Cronbach Alpha CompositeRealibility 

Social media marketing 0.764 0.843 

Behavioral experience 0.712 0.839 

Behavioral marketing 0.769 0.866 

Relationship marketing 0.823 0.892 

 

From the table above, all construct variables have Cronbach Alpha and Composite Reliability 
values >0.7 so no unidimensionality problems were found in each latent variable studied. 
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3.3. Data description 

Based on the results of distributing questionnaires to 150 samples with a total of 24 indicator 
questions with answer choices using a Likert scale from 1 to 5, the highest total number was 
obtained, namely indicator X2.1 with the question 'I am satisfied with the efficiency of transactions 
using digital banking'. The total number obtained was 656 so it can be averaged that respondents 
answered with a value of 4.38. This value can be interpreted that existing digital banking has made 
it easy for customers to carry out transactions efficiently and this can also be done anywhere and at 
any time as long as the customer has a device and the internet. This efficiency also does not require 
preparing a special time to complete transactions, such as customers having to go to an ATM or an 
existing bank branch office. 

The lowest total number is indicator X4.2 with the question 'I feel that other E-banking cannot 
offer services according to my expectations compared to the E-banking that I currently use'. The total 
number obtained was 503 so it can be averaged that respondents answered with a value of 3.35. This 
value can be interpreted to mean that the digital banking owned by the respondent has service 
products that are almost the same as other digital banks. 

3.4. Statistical coefficients 

In PLS SEM 3.0, hypothesis testing calculations are carried out using and paying attention to the 
calculated t value (T) obtained from the results of the data with the t table value (t) from the SPSS 
table. The t-table value with a significance of 5% and the degree of freedom (DF) – number of data 
(n) -2, namely 150 -2 =148 is 1.976 (t table). 

 
Table 4. Statistical Test Values 

 t-statistics P values 

Brand experience – Behavioral intention 6,115 0,000 
Relationship marketing - Behavioral intention 2,619 0.010 
Social media marketing - Behavioral intention 3,031 0.003 
Social media marketing * Relationship marketing – Behavioral intention 2,084 0.039 
Social media marketing * Brand experience - Behavioral intention 1,102 0.272 

 

Based on the table data above, the t-statistical value of brand experience on behavioral intention 
is 6.115 > t table 1.976 and the p-value is 0.000 < 0.050, thus showing that brand experience has a 
significant effect on behavioral intention. The value of relationship marketing on behavioral 
intention has a t statistical number of 2.619 > t table 1.976 and a p-value of 0.100 > 0.050 so it has no 
significant effect. Social media marketing on behavioral intention has a t statistic of 3.031 > t table 
1.976 and a p-value of 0.003 < 0.050 so social media marketing has a significant effect on behavioral 
intention. 

Meanwhile, social media marketing affects behavioral intention with moderation relationship 
marketing has a t-statistic value of 2.084 > t table 1.976 and a p-value of 0.039 < 0.050 so that 
relationship marketing as moderation has an influence social media marketingon behavioral 
intentions. Then social media marketing on behavioral intention with brand experience as 
moderation has a t-statistic of 1.102 < t table 1.975 and p value 0.272 > 0.050 so brand experience as 
moderation does not have an influence of social media marketing on behavioral intention. 

4. Conclusions 

Based on the research results, it can be concluded that a person's experience after using a brand 
that produces a response to a person's feelings and behavior by talking about and searching for 
information related to the brand used influences a person to take action to repurchase the product 
that has been used. Relationship marketing is built to develop and maintain long-term relationships 
through collaboration with customers and also influence someone to take action to repurchase 
products that have been used or perhaps also invite other people to use digital banking because it is 
considered easier. In addition, social media marketing which utilizes social media technology to 
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communicate, convey and exchange offers that have value for stakeholders can also influence people 
to use digital banking because it provides complete information in its use. 

However, in this research, relationship marketing did not influence people's desire to use digital 
banking because there may be a lot of information about digital banking on social media or through 
the experiences of other users. Brand experience, which is people's experience using digital banking, 
apparently also does not influence people's intentions to use digital banking, so interested parties 
should use social media more to increase digital banking users because with social media the 
information that is distributed is more accessible. customers better. 
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