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ABSTRACT 

 

This study aimed to investigate the relationship 

between personal trust, bank trust, product 

quality, and purchase intention among 

Indonesian consumers. The study collected 

responses from 133 participants in Jakarta, using 

a questionnaire with items adapted from 

previous research. The data was analyzed using 

SmartPLS to test reliability, validity, and 

hypotheses. The results showed that all 

constructs exhibited high levels of internal 

consistency and convergent validity. 

Furthermore, the correlation coefficients 

between the constructs were examined to assess 

discriminant validity. The results showed that 

the correlations were lower than the square root 

of the AVE, indicating discriminant validity 

among the variables. The study also investigated 

the specific indirect effects of personal trust and 

product quality on purchase intention through 

bank trust. The results showed that bank trust 

played a significant mediating role in the 

relationship between personal trust or product 

quality and purchase intention. 

 

Keywords: Personal trust, Bank trust, Product 

quality, Purchase intention 

 

INTRODUCTION 

The housing loan industry in Indonesia has 

witnessed significant growth in recent 

years, driven by the increasing demand for 

homeownership among the millennial 

generation (Igamo et al., 2023). As 

millennials strive to achieve financial 

independence and secure a stable future, 

the decision to take out a housing loan 

becomes a crucial step in their journey 

towards owning a home (Kurniawan et al., 

2020). In this context, understanding the 

factors that influence millennials' purchase 

intentions for housing loans is of 

paramount importance for banks and 

financial institutions operating in the 

Indonesian market. 

Among the key factors that shape purchase 

intention, trust and product quality have 

emerged as critical determinants (Juju et 

al., 2023; Rehman & Ha, 2021). Trust 

represents the confidence and belief that 

millennials place in banks and financial 

institutions when considering a housing 

loan (Adil et al., 2023; Panggi et al., 2022). 

It encompasses factors such as reliability, 

credibility, and the perceived ability of the 

bank to meet their financial needs (Gupta 

et al., 2019; Khoa, 2020; Salam et al., 

2021a). Concurrently, product quality 

refers to the perceived level of excellence, 

reliability, and satisfaction that millennials 

associate with housing loan offerings. 

This research aims to explore the effect of 

trust and product quality on purchase 
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intention among the millennial generation 

in Indonesia's housing loan market. By 

examining the interplay between these 

factors, we can gain insights into how trust 

and product quality influence millennials' 

decision-making processes when 

considering housing loans (Alzoubi et al., 

2022). Understanding these dynamics is 

crucial for banks and financial institutions 

to tailor their marketing strategies, enhance 

customer satisfaction, and increase their 

market share among the millennial 

segment. 

The millennial generation in Indonesia 

represents a significant market segment 

with unique characteristics and preferences 

(Sari et al., 2022). Born between the early 

1980s and mid-1990s, millennials are tech-

savvy, socially conscious, and highly 

connected individuals who prioritize 

convenience, transparency, and 

personalized experiences (Dobre et al., 

2021). They seek trustworthy financial 

partners who can cater to their specific 

needs, provide seamless digital services, 

and offer a high level of customer 

satisfaction. 

Given the rapid advancements in 

technology and the increasing number of 

financial service providers, building trust 

and delivering high-quality housing loan 

products have become imperative for 

banks to differentiate themselves in this 

competitive market. Understanding how 

trust and product quality influence 

millennials' purchase intentions can 

empower banks to design effective 

marketing strategies, enhance their product 

offerings, and cultivate long-term 

relationships with millennial customers. 

This study will employ a quantitative 

research methodology, utilizing surveys 

and statistical analysis to gather and 

analyze data from a representative sample 

of millennials in Indonesia. The findings 

will contribute to the existing body of 

knowledge on consumer behavior, 

specifically focusing on the housing loan 

industry and the millennial generation. The 

results of this study can guide banks and 

financial institutions in formulating 

strategies to foster trust, improve product 

quality, and enhance purchase intention 

among millennials seeking housing loans 

in Indonesia. 

This research aims to explore the impact of 

trust and product quality on the purchase 

intention of housing loans among the 

millennial generation in Indonesia. By 

investigating these factors, the study seeks 

to provide valuable insights into the 

decision-making processes of millennials, 

enabling financial institutions to develop 

targeted marketing strategies and enhance 

their offerings to meet the specific needs of 

this important market segment. 

The previous study highlighted the 

importance of trust and product quality in 

shaping customers' intentions to engage in 

banking services. While some studies have 

examined the general population, there is a 

potential gap in research focusing on 

specific customer segments within the 

banking industry, such as millennials, Gen 

Z, or high-net-worth individuals. This 

study aims to determine the effect of 

variable product quality, bank trust, and 

personal trust on the interest in purchase 

mortgage products among the millennial 

generation in Indonesia.     

 

LITERATURE REVIEW  

Purchase Intention 

Purchase intention refers to a consumer's 

inclination or predisposition to buy a 

particular product or service (Chi et al., 

2009; Spears & Singh, 2004; Yu et al., 

2007). It reflects the individual's subjective 

probability and willingness to make a 

purchase decision in the future (Doniec et 

al., 2020). It is a measure of the strength of 

a consumer's intention to perform a 

specific behavior or make a decision to 

purchase a product or service (Hu & Shi, 

2020). Purchase intention is a dependent 

variable that depends on several external 

and internal factors (Faeq et al., 2022). It is 

a specific measure or rating of consumers’ 

stated purchase likelihood. Purchase intent 

helps businesses make efficient decisions 
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across other areas of their business, such as 

predicting inventory, minimizing waste, 

and optimizing costs. 

Purchase intent is an important metric in 

marketing, as it allows businesses to 

design marketing activities or promotions 

based on the intentions of the consumers. 

Purchase intent is usually classified 

according to four types: informational 

(awareness), investigative intent 

(consideration), navigational 

(consideration/conversion), and transaction 

intent (conversion) (J’den B, 2019). 

Purchase intention is influenced by many 

factors may also apply to the banking 

industry including trust, service quality, 

eWOM, perceived quality, perceived risk 

and convenience (Awan et al., 2011; 

Nguyen et al., 2019; Roig, 2006; van 

Esterik-Plasmeijer & van Raaij, 2017). 

 

Personal Trust and Purchase Intention 

A personal trust can refer to two distinct 

subjects based on the provided search 

results. One interpretation relates to estate 

planning and finance, while the other 

pertains to interpersonal relationships and 

emotional well-being (Alexopoulos & 

Buckley, 2013; Mangus et al., 2020). In the 

context of the banking industry, personal 

trust refers to the level of confidence and 

belief that individuals have in financial 

institutions to act in their best interests, 

provide reliable services, and safeguard 

their financial assets and information (van 

Esterik-Plasmeijer & van Raaij, 2017).  

The factors that affect personal trust can 

include personal experiences, social 

interactions, communication, affective 

commitment, personality characteristics, 

and specific factors relevant to particular 

contexts such as financial objectives or 

workplace relationships (de Feijter, 2023; 

Umar et al., 2021; Zhang et al., 2020). 

These factors play a role in shaping trust 

and can vary depending on the situation 

and individuals involved. Studies have 

shown that trust and eWOM are important 

factors in user adoption of new 

technologies and products (Nguyen et al., 

2019). In the study on the adoption of 

mobile banking, trust was predicted to be 

the initial factor for users to adopt mobile 

banking (Nguyen et al., 2019). Trust and 

perceived trustworthiness are also key 

drivers for customers of Iranian banks to 

adopt mobile banking (Chen et al., 2023). 

In the context of the housing loan banking 

industry, personal trust in the bank 

influences the customer's decision to take 

out a housing loan (Dehnert & Schumann, 

2022). From the result above we make 

hypothesis:  

H1. Personal trust influences to purchase 

intention. 

 

Personal Trust and Bank Trust 

Personal trust and bank trust are two 

related variables that are important in the 

banking industry (van Esterik-Plasmeijer 

& van Raaij, 2017). Personal trust and 

bank trust are related concepts. Personal 

trust refers to the trust that an individual 

has in another individual, while bank trust 

refers to the trust that an individual has in a 

bank. The formation of bank trust is 

influenced by factors such as benevolence, 

competence, integrity, and common values 

(Skvarciany & Jurevičiene, 2018). The 

relationship between personal trust and 

bank trust can be compared to a 

"relationship bank account" where both 

parties can make deposits and withdrawals. 

Personal trust can influence bank trust 

(Bertrand et al., 2023; Menon, 2019). For 

example, if an individual has a positive 

experience with a bank employee, they 

may develop trust in the bank as a whole. 

Studies have identified several factors that 

shape customers' perceived trust in banks. 

These factors include banks' reputation, 

credibility, transparency in communication 

and operations, past experiences with the 

bank, perceived competence and expertise, 

ethical behavior, and reliability of services 

(Eren, 2021; Ghamry & Shamma, 2022; 

Salam et al., 2021b). Customers' 

perceptions are influenced by both 

objective factors, such as the bank's track 

record and performance, as well as 
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subjective factors, such as personal beliefs 

and expectations (Farias & Leite, 2022; 

Mahdzan et al., 2019). 

Perceived trust can be understood in terms 

of cognitive and affective dimensions 

(Jang et al., 2020). The cognitive 

dimension refers to customers' rational 

evaluation of the bank's reliability and 

competence based on available 

information. The affective dimension 

relates to customers' emotional connection 

and comfort in relying on the bank. Both 

dimensions interact to shape customers' 

overall perception of trust in a bank (Eren, 

2021). From the result above we make 

hypothesis:  

H2. Personal trust influences to bank trust. 

 

Product Quality and Bank Trust 

Product quality refers to the overall 

characteristics, features, and performance 

of the financial products and services 

(Amri & Prihandono, 2019; Cravens et al., 

1988). Product quality refers to the 

characteristics of a product or service that 

bear on its ability to satisfy stated or 

implied customer needs (Chaerudin & 

Syafarudin, 2021). It is the extent to which 

a product or service solves a problem or 

meets a need (Mappesona et al., 2020). 

Quality is a vague concept and subjective 

in nature, and every person has their own 

definition of quality (Solin & Curry, 2023). 

In the banking industry, product quality 

can encompass various factors such as the 

reliability of banking services, the 

efficiency of transaction processes, the 

accuracy of financial information, and the 

availability of innovative features or 

offerings (Awan et al., 2011). Product 

quality is an important parameter for the 

banking industry as it determines customer 

satisfaction, loyalty, and repeat business. In 

the banking sector, product quality can be 

defined as the ability of the product or 

service to meet customer needs and 

requirements (Sri Yogi, 2015; Vera & 

Trujillo, 2013).  

Bank trust refers to the confidence, 

reliability, and perceived credibility that 

customers have in a bank or financial 

institution. Trust is a critical factor in the 

banking industry as customers rely on 

banks to handle their financial transactions, 

safeguard their funds, and provide reliable 

and trustworthy services. Trust in a bank 

can be influenced by factors such as the 

bank's reputation, customer service, 

transparency, security measures, and 

ethical practices. 

Bank trust is a crucial factor that 

influences customers' willingness to 

engage in financial transactions with a 

bank. Customers who trust a bank are more 

likely to have a higher purchase intention, 

as they perceive the bank as reliable, 

secure, and capable of meeting their 

financial needs. From the result above we 

make hypothesis:  

H3. Product quality influences to bank 

trust. 

 

Bank Trust and Purchase Intention 

Bank trust refers to the confidence, 

reliability, and faith that individuals and 

businesses have in the banking industry, its 

institutions, and its services. It represents 

the belief that banks will fulfill their 

responsibilities, act in the best interest of 

their customers, and maintain the security 

and integrity of financial transactions 

(Dimitriadis & Kyrezis, 2008; van Esterik-

Plasmeijer & Van Raaij, 2017). Bank trust 

is built on several key factors include 

Security, Stability, Transparency, 

Reliability, Ethical Conduct, and Customer 

Service (Idzik, 2017; van Esterik-

Plasmeijer & Van Raaij, 2017).  

Building and maintaining bank trust is vital 

for the stability and success of the banking 

industry. Trust enables individuals and 

businesses to confidently entrust their 

financial affairs to banks, participate in 

banking services, and rely on banks as 

intermediaries in economic transactions. 

Bank trust and purchase intention are two 

interconnected concepts that influence 

consumer behavior in the context of 

banking services and products (Menon, 

2019). Bank trust plays a crucial role in 
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shaping consumers' purchase intentions 

related to banking products and services. 

Bank trust and purchase intention are 

intertwined in the banking industry. From 

the result above we make hypothesis:  

H4. Bank trust influences to purchase 

intention. 

 

Product Quality and Purchase Intention 

Product quality refers to the characteristics, 

features, and attributes of a product that 

determine its ability to meet customer 

expectations and satisfy their needs. It is a 

measure of how well a product performs 

its intended function and delivers value to 

the customer (Dawar & Parker, 1994; 

Maynes, 1976; Sebastianelli & Tamimi, 

2002). The concept of product quality 

encompasses various aspects, including 

durability, reliability, performance, 

functionality, aesthetics, safety, and 

conformance to specifications or standards 

(Jakpar et al., 2012; Kianpour et al., 2014). 

High-quality products are typically 

associated with superior craftsmanship, 

attention to detail, and the use of high-

grade materials. They are designed to be 

durable, dependable, and efficient, 

providing customers with a positive user 

experience and meeting or exceeding their 

performance requirements. Product quality 

is often assessed through objective 

measures, such as product testing, 

certifications, and adherence to industry 

standards or regulations. 

However, product quality is not limited to 

tangible aspects alone. It can also include 

intangible factors such as the reputation of 

the brand or the company behind the 

product, customer service, after-sales 

support, and the overall customer 

experience. A high level of product quality 

is crucial for building customer 

satisfaction, loyalty, and trust, as it reflects 

the brand's commitment to delivering value 

and meeting customer expectations. 

In summary, product quality refers to the 

overall excellence, reliability, and 

performance of a product, encompassing 

both tangible and intangible aspects. It is a 

critical factor in determining customer 

satisfaction and influencing purchasing 

decisions. From the result above we make 

hypothesis:  

H5. Product quality influences to purchase 

intention. 

 

Indirect effect  

From the result above we make hypothesis:  

H6. indirect effect Personal trust 

influences to Purchase Intention. 

H7. indirect effect Product quality 

influences to Purchase Intention. 

 

 
Figure 1. Framework research 

 

METODHOLOGY 

Survey instrument and measures 

On May 2023, an online survey of 

Indonesian consumers was undertaken. 

The questionnaire was delivered 

throughout Jakarta. The indicators and 

questionnaire items were measured using 

previously collected research items. four 

items are used in the variable for personal 

trust (Ouedraogo & Ouakouak, 2018), six 

items for bank trust variable (Suh & Han, 

2002), four items for product quality (Yuen 

& Chan, 2010) and four items for purchase 

intention (Jalilvand & Samiei, 2012). To 

assess all questionnaire items, a five-point 

rating scale (from 1 strongly disagree to 6 

strongly agree) was used. A total of 133 

responses were received from respondents 

via chat application platforms and social 

media. The acquired data was then 

analyzed using SmartPLS to test the 

reliability, validity, and hypothesis. 
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Descriptive statistics for demographics 

Descriptive statistics for demographics: a 

total of 133 samples were gathered from 

Jakarta, Indonesia’s capital, with 71 men 

and 62 women. There were 97 married 

respondents and 36 single respondents in 

the sample.  All respondents had filtered as 

millennial generation where they had ages 

from 21st to 35th years old. There were 11 

respondents who had not worked and 122 

respondents who had worked. From 

educational backgrounds, there were 2 

respondents from high school, 10 

respondents from senior high school, 12 

respondents from diploma, 99 respondents 

from bachelor’s degree, and 10 

respondents from master’s or doctoral 

degree. 

 

RESULT AND DISCUSSION 

Reliability and validity of the measures 

The table 1 provided displays the construct 

reliability and validity measures for 

different constructs, namely personal trust, 

bank trust, product quality, and purchase 

intention. These measures assess the 

quality and consistency of the 

measurement model used in a research 

study. Cronbach’s alpha is a widely used 

measure of internal consistency reliability, 

which assesses how well a set of survey 

items measures the same construct. The 

Cronbach’s alpha values for all constructs 

range from 0.87 to 0.97. Higher values of 

Cronbach’s alpha indicate higher 

agreement or consistency between the 

items in measuring the construct. 

Therefore, constructs such as Bank trust 

and Purchase intention exhibit high 

internal consistency, as indicated by their 

Cronbach’s alpha values.  

Reliability coefficient rho A, is another 

measure of internal consistency reliability 

similar to Cronbach’s alpha. The rho A 

values are consistent with the Cronbach’s 

alpha values, indicating high internal 

consistency for all constructs. Composite 

reliability is a measure of internal 

consistency that evaluates the proportion 

of true score variance relative to the total 

scale score variance. The Composite 

Reliability values in the table range from 

0.92 to 0.97, indicating a high level of 

internal consistency for all constructs. 

Constructs like Bank trust and Purchase 

intention exhibit particularly high 

composite reliability.  

Average Variance Extracted (AVE) is a 

measure of convergent validity, which 

assesses the extent to which different items 

measuring the same construct are related to 

each other. The AVE values range from 

0.77 to 0.86, with all constructs exceeding 

the recommended value of 0.5. Higher 

AVE values indicate stronger convergent 

validity, suggesting that the items within 

each construct are highly related to each 

other. Overall, the results in the table 

indicate that the constructs of personal 

trust, bank trust, product quality, and 

purchase intention exhibit high levels of 

internal consistency (as reflected by 

Cronbach’s alpha, rho_A, and Composite 

Reliability) and convergent validity (as 

indicated by AVE). These findings suggest 

that the measurement model used to assess 

these constructs in the research study is 

reliable and valid. 

 
Tabel 1. Construct Reliability and Validity 

 Cronbach’s Alpha rho_A Composite Reliability Average Variance Extracted (AVE) 

Personal trust 0.90 0.90 0.93 0.77 

Bank trust 0.97 0.97 0.97 0.79 

Product quality 0.87 0.87 0.92 0.79 

Purchase Intention 0.94 0.95 0.96 0.86 

Source: Own data by SmartPLS (2023) 

 
Table 2 provides the correlation 

coefficients between different constructs. 

These correlation coefficients are used to 

assess discriminant validity, which 

examines whether constructs that are 

theoretically unrelated to each other are, in 

fact, unrelated. To evaluate discriminant 

validity, one common approach is to 
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compare the correlations between 

constructs with the square root of the 

average variance extracted (AVE). If the 

correlations are lower than the square root 

of the AVE for each construct, it indicates 

discriminant validity among the variables. 

The correlation coefficient between 

personal trust and itself is 0.88, which is 

equal to 1 (as it is a correlation of the 

construct with itself). Since the diagonal 

elements represent the correlation between 

a construct and itself, this value is 

expected. The correlation coefficient 

between bank trust and itself is 0.89, also 

equal to 1 (as it is a correlation of the 

construct with itself). This is again an 

expected result. Product quality and the 

other constructs are 0.58, 0.68, and 0.89 

for personal trust, bank trust, and purchase 

intention, respectively. Purchase intention 

and the other constructs are 0.68, 0.89, and 

0.70 for personal trust, bank trust, and 

product quality, respectively. The results 

suggest that there is discriminant validity 

among the constructs of personal trust, 

bank trust, product quality, and purchase 

intention.  

 
Tabel 2. Discriminant Validity 

 Personal trust Bank trust Product quality Purchase Intention 

Personal trust 0.88    

Bank trust 0.75 0.89   

Product quality 0.58 0.68 0.89  

Purchase Intention 0.68 0.89 0.70 0.93 

Source: Own data by SmartPLS (2023) 

 

Results of the hypotheses testing 

The result with several statistical measures, 

including the original sample (O), sample 

mean (M), standard deviation (STDEV), t-

statistics (|O/STDEV|), and p-values for 

different variables and their relationships. 

The result indicates that there is a 

statistically significant positive 

relationship between personal trust and 

bank trust. The t-statistics value of 6.90 

indicates a strong relationship, and the p-

value of 0.00 suggests that the relationship 

is unlikely to have occurred by chance. 

And also significant positive relationship 

between bank trust and purchase intention 

(t-statistics value of 10.65) and product 

quality and bank trust (t-statistics value of 

5.53). But, there is no significant 

relationship between personal trust and 

purchase intention when the t-statistics 

value is close to zero, indicating a weak 

relationship. 

 
Table 3. Path Coefficients 

 Original 

Sample (O) 

Sample 

Mean (M) 

Standard Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P Values 

Personal trust → Bank trust 0.53 0.53 0.08 6.90 0.00 

Personal trust  → Purchase Intention -0.00 -0.00 0.06 0.05 0.96 

Bank trust → Purchase Intention 0.77 0.77 0.07 10.65 0.00 

Product quality -→ Bank trust 0.37 0.37 0.07 5.53 0.00 

Product quality → Purchase Intention 0.18 0.18 0.06 3.00 0.00 

Source: Own data by SmartPLS (2023) 

 
The result describes the specific indirect 

effects of personal trust and product quality 

on purchase intention through bank trust. 

The specific indirect effect is the influence 

of intermediate variables (bank trust) on the 

relationship between the independent 

variable (personal trust or product quality) 

and the dependent variable (purchase 

intention). The specific indirect effect of 

personal trust on purchase intention through 

bank trust is 0.41, while the specific indirect 

effect of product quality on purchase 

intention through bank trust is 0.29. The 

sample mean of the specific indirect effect 

across multiple samples is 0.40 for personal 

trust and 0.28 for product quality. The 

standard deviation of the specific indirect 

effect is 0.08 for personal trust and 0.05 for 

product quality. The t-statistics value is 

calculated as the absolute value of the 
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specific indirect effect divided by the 

standard deviation. In this case, it is 5.31 for 

personal trust and 5.39 for product quality. 

The p-value indicates the statistical 

significance of the specific indirect effect. A 

p-value of 0.00 suggests that the observed 

relationship between personal trust, bank 

trust, and purchase intention, as well as 

between product quality, bank trust, and 

purchase intention, is highly unlikely to 

have occurred by chance. These findings 

suggest that bank trust plays a significant 

role in mediating the relationship between 

personal trust or product quality and 

purchase intention. 

 
Table 4. Specific Indirect Effects 

 Original 

Sample (O) 

Sample 

Mean (M) 

Standard Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P Values 

Personal trust → Bank trust → 

Purchase Intention 

0.41 0.40 0.08 5.31 0.00 

Product quality → Bank trust → 

Purchase Intention 

0.29 0.28 0.05 5.39 0.00 

Source: Own data by SmartPLS (2023) 

 

CONCLUSION 

This study sheds light on the relationship 

between personal trust, bank trust, product 

quality, and housing loan purchase intention 

among consumers in Indonesia. The 

findings indicate that while personal trust 

does not have a significant influence on 

housing loan purchase intention, bank trust 

and product quality are important factors 

that positively impact consumers’ intention 

to purchase housing loans. This implies that 

consumers in Indonesia place a high value 

on their trust in banks and the quality of the 

housing loan products when making 

decisions regarding housing loan purchases. 

These findings have implications for both 

theory and practice. Theoretical implications 

suggest that personal trust may not be a 

strong predictor of housing loan purchase 

intention, highlighting the need for further 

investigation into the specific factors that 

drive consumers’ decision-making processes 

in the context of housing loans. The 

significant influence of bank trust and 

product quality on purchase intention 

underscores the importance of these 

variables in understanding consumer 

behavior in the housing loan market. 

Practically, these results highlight the 

significance of banks establishing and 

maintaining trust with their customers and 

ensuring high-quality housing loan products 

to enhance consumer confidence and 

increase their likelihood of purchasing 

housing loans. 

Declaration by Authors 

Acknowledgement: None 

Source of Funding: None 

Conflict of Interest: The authors declare no 

conflict of interest. 

 

REFERENCES 
1. Adil, M., Singh, Y., Subhan, M., Saleh Al-

Faryan, M. A., & Ansari, M. S. (2023). Do 

trust in financial institution and financial 

literacy enhances intention to participate in 

stock market among Indian investors during 

COVID-19 pandemic? Cogent Economics 

& Finance, 11(1), 2169998. 

2. Albarq, A. N. (2023). The Impact of CKM 

and Customer Satisfaction on Customer 

Loyalty in Saudi Banking Sector: The 

Mediating Role of Customer Trust. 

Administrative Sciences, 13(3), 90. 

3. Alzoubi, H. M., Ahmed, G., & Alshurideh, 

M. (2022). An empirical investigation into 

the impact of product quality dimensions on 

improving the order-winners and customer 

satisfaction. International Journal of 

Productivity and Quality Management, 

36(2), 169–186. 

4. Amri, S., & Prihandono, D. (2019). 

Influence lifestyle, consumer ethnocentrism, 

product quality on purchase decision 

through purchase intention. Management 

Analysis Journal, 8(1). 

http://maj.unnes.ac.id 

5. Awan, H. M., Bukhari, K. S., & Iqbal, A. 

(2011). Service quality and customer 

satisfaction in the banking sector: A 

comparative study of conventional and 

http://maj.unnes.ac.id/


Indrasakti Agung Nugroho et.al. The Impact of product quality, personal trust, and bank trust for the millennial 

generation's decision to get a bank mortgage 

                                      International Journal of Research and Review (ijrrjournal.com)  728 

Volume 10; Issue: 12; December 2023 

Islamic banks in Pakistan. Journal of 

Islamic Marketing, 2(3), 203–224. 

6. Bertrand, J., Burietz, A., & Klein, P.-O. 

(2023). Conflicted Trust in Banking: Broad-

Scope and Narrow-Scope Trust. Available 

at SSRN 4056954. 

7. Chaerudin, S. M., & Syafarudin, A. (2021). 

The effect of product quality, service 

quality, price on product purchasing 

decisions on consumer satisfaction. Ilomata 

International Journal of Tax and 

Accounting, 2(1), 61–70. 

8. Chen, L., Jia, J., & Wu, C. (2023). Factors 

influencing the behavioral intention to use 

contactless financial services in the banking 

industry: An application and extension of 

UTAUT model. Frontiers in Psychology, 

14. 

9. Cravens, D. W., Holland, C. W., Lamb, C. 

W., & Moncrief, W. C. (1988). Marketing’s 

role in product and service quality. 

Industrial Marketing Management, 17(4), 

285–304. 

https://doi.org/https://doi.org/10.1016/00

19-8501(88)90032-6. 
10. de Feijter, F. J. (2023). Trust in circular 

design: active stakeholder participation in 

Chinese and Dutch housing retrofit projects. 

Building Research & Information, 51(1), 

105–118. 

11. Dehnert, M., & Schumann, J. (2022). 

Uncovering the digitalization impact on 

consumer decision-making for checking 

accounts in banking. Electronic Markets, 

32(3), 1503–1528. 

12. Dobre, C., Milovan, A.-M., Duțu, C., Preda, 

G., & Agapie, A. (2021). The common 

values of social media marketing and luxury 

brands. The millennials and generation z 

perspective. Journal of Theoretical and 

Applied Electronic Commerce Research, 

16(7), 2532–2553. 

13. Doniec, A., Lecoeuche, S., Mandiau, R., & 

Sylvain, A. (2020). Purchase intention-

based agent for customer behaviours. 

Information Sciences, 521, 380–397. 

https://doi.org/https://doi.org/10.1016/j.i

ns.2020.02.054. 
14. Eren, B. A. (2021). Determinants of 

customer satisfaction in chatbot use: 

evidence from a banking application in 

Turkey. International Journal of Bank 

Marketing, 39(2), 294–311. 

15. Faeq, D. K., Saleh, P. F., Hiwa, H., Ismael, 

A., & Nawzad, M. (2022). Purchase 

intention in the scope firm of corporate 

social responsibility. International Journal 

of Research in Business and Social Science 

(2147-4478), 11(6), 43–55. 

16. Farias, V., & Leite, R. S. (2022). 

Consumers’ Perceptions of the Role of the 

Marketing System in Subjective Well-being. 

Markets, Globalization & Development 

Review, 6(4). 

17. Ghamry, S., & Shamma, H. M. (2022). 

Factors influencing customer switching 

behavior in Islamic banks: evidence from 

Kuwait. Journal of Islamic Marketing, 

13(3), 688–716. 

18. Gupta, K. P., Manrai, R., & Goel, U. (2019). 

Factors influencing adoption of payments 

banks by Indian customers: extending 

UTAUT with perceived credibility. Journal 

of Asia Business Studies, 13(2), 173–195. 

19. Hu, T., & Shi, B. (2020). More Proximal, 

More Willing to Purchase: The Mechanism 

for Variability in  Consumers’ Purchase 

Intention Toward Sincere vs. Exciting 

Brands. Frontiers in Psychology, 11, 1258. 

https://doi.org/10.3389/fpsyg.2020.0125

8. 
20. Igamo, A. M., Azwardi, A., Saputra, A., 

Ismail, R. G., Gustriani, G., & Melliny, V. 

D. (2023). Monetary Policy and 

Demographics: Empirical Evidence for 

Housing Prices in Indonesia. SRIWIJAYA 

INTERNATIONAL JOURNAL OF 

DYNAMIC ECONOMICS AND 

BUSINESS, 6(4), 371–384. 

21. Jalilvand, M. R., & Samiei, N. (2012). The 

effect of electronic word of mouth on brand 

image and purchase intention: An empirical 

study in the automobile industry in Iran. 

Marketing Intelligence and Planning, 30(4), 

460–476. 

https://doi.org/10.1108/0263450121123

1946. 
22. Jang, W. M., Kim, U.-N., Jang, D. H., Jung, 

H., Cho, S., Eun, S. J., & Lee, J. Y. (2020). 

Influence of trust on two different risk 

perceptions as an affective and cognitive 

dimension during Middle East respiratory 

syndrome coronavirus (MERS-CoV) 

outbreak in South Korea: serial cross-

sectional surveys. BMJ Open, 10(3), 

e033026. 

https://doi.org/https:/doi.org/10.1016/0019-8501(88)90032-6.
https://doi.org/https:/doi.org/10.1016/0019-8501(88)90032-6.
https://doi.org/https:/doi.org/10.1016/j.ins.2020.02.054.
https://doi.org/https:/doi.org/10.1016/j.ins.2020.02.054.
https://doi.org/10.3389/fpsyg.2020.01258.
https://doi.org/10.3389/fpsyg.2020.01258.
https://doi.org/10.1108/02634501211231946.
https://doi.org/10.1108/02634501211231946.


Indrasakti Agung Nugroho et.al. The Impact of product quality, personal trust, and bank trust for the millennial 

generation's decision to get a bank mortgage 

                                      International Journal of Research and Review (ijrrjournal.com)  729 

Volume 10; Issue: 12; December 2023 

23. J’den B, W. (2019). The Purchasing 

Behavior of Millennials Segmentations. 

North Carolina State University. 

24. Juju, U., Arizal, N., & Waldelmi, I. (2023). 

Changes and determinants of consumer 

shopping behavior in E-commerce and 

social media product Muslimah. Journal of 

Retailing and Consumer Services, 70, 

103146. 

25. Khoa, B. T. (2020). The impact of the 

personal data disclosure’s tradeoff on the 

trust and attitude loyalty in mobile banking 

services. Journal of Promotion 

Management, 27(4), 585–608. 

26. Klein, G., Shtudiner, Z., & Zwilling, M. 

(2023). Why do peer-to-peer (P2P) lending 

platforms fail? The gap between P2P 

lenders’ preferences and the platforms’ 

intentions. Electronic Commerce Research, 

23(2), 709–738. 

27. Kurniawan, C., Dewi, L. C., Maulatsih, W., 

& Gunadi, W. (2020). Factors influencing 

housing purchase decisions of millennial 

generation in Indonesia. International 

Journal of Management, 11(4). 

28. Mahdzan, N. S., Zainudin, R., Sukor, M. E. 

A., Zainir, F., & Wan Ahmad, W. M. 

(2019). Determinants of subjective financial 

well-being across three different household 

income groups in Malaysia. Social 

Indicators Research, 146, 699–726. 

29. Mappesona, H., Ikhsani, K., & Ali, H. 

(2020). Customer purchase decision model, 

supply chain management and customer 

satisfaction: Product quality and promotion 

analysis. Int. J Sup. Chain. Mgt Vol, 9(1), 

592. 

30. Menon, B. (2019). Personal trust, institution 

trust and consumerism attitudes towards 

mobile marketing and banking services in 

India. Academy of Marketing Studies 

Journal, 23(3), 1–13. 

31. Nguyen, T. D., Nguyen, T., Nguyen, T., & 

Tran, T. (2019). Intention to Use M-

Banking: The Role of E-WOM. Advances 

in Intelligent Systems and Computing, 940. 

32. Ouedraogo, N., & Ouakouak, M. L. (2018). 

Impacts of personal trust, communication, 

and affective commitment on change 

success. Journal of Organizational Change 

Management, 31(3), 676–696. 

https://doi.org/10.1108/JOCM-09-2016-

0175. 

33. Panggi, F., Amin, H., & Shaikh, I. M. 

(2022). Determinants of millennials’ 

acceptance towards tawarruq home 

financing in Sandakan, Sabah, Malaysia. 

International Journal of Housing Markets 

and Analysis, ahead-of-print. 

34. Rehman, U., & Ha, K. S. (2021). Factors 

Influencing Fintech’s Customer Loyalty for 

Cross Border Payments: Mediating 

Customer Satisfaction. 벤처창업연구, 

16(6), 287–297. 

35. Roig, J. C. F. (2006). Customer perceived 

value in banking services. International 

Journal of Bank Marketing, 24(5), 266–283. 

https://doi.org/10.1108/0265232061068

1729. 
36. Salam, M. A., Saha, T., Rahman, M. H., & 

Mutsuddi, P. (2021a). Challenges to Mobile 

Banking Adaptation in COVID-19 

Pandemic.’. Journal of Business and 

Management Sciences, 9(3), 101–113. 

37. Salam, M. A., Saha, T., Rahman, M. H., & 

Mutsuddi, P. (2021b). Challenges to Mobile 

Banking Adaptation in COVID-19 

Pandemic.’. Journal of Business and 

Management Sciences, 9(3), 101–113. 

38. Sari, S. R., Hilmy, M. F., Werdiningsih, H., 

& Hendro, E. P. (2022). The development 

of historic tourism strategies based on 

millennial preferences: A case study of 

Semarang old city, Semarang, Indonesia. 

Millennial Asia, 13(2), 360–375. 

39. Skvarciany, V., & Jurevičiene, D. (2018). 

Factors influencing individual customers 

trust in internet banking: Case of Baltic 

states. Sustainability (Switzerland), 10(12). 

https://doi.org/10.3390/su10124809. 
40. Solin, A., & Curry, A. (2023). Perceived 

quality: In search of a definition. The TQM 

Journal, 35(3), 778–795. 

41. Sri Yogi, K. (2015). An empirical and fuzzy 

logic approach to product quality and 

purchase intention of customers in two 

wheelers. Pacific Science Review B: 

Humanities and Social Sciences, 1(1), 57–

69. 

https://doi.org/https://doi.org/10.1016/j.p

srb.2016.02.001. 
42. Suh, B., & Han, I. (2002). E ffect of trust on 

customer acceptance of Internet banking. In 

Electronic Commerce Research and 

Applications (Vol. 1). 

www.elsevier.com/locate/ecra. 

https://doi.org/10.1108/JOCM-09-2016-0175.
https://doi.org/10.1108/JOCM-09-2016-0175.
https://doi.org/10.1108/02652320610681729.
https://doi.org/10.1108/02652320610681729.
https://doi.org/10.3390/su10124809.
https://doi.org/https:/doi.org/10.1016/j.psrb.2016.02.001.
https://doi.org/https:/doi.org/10.1016/j.psrb.2016.02.001.
http://www.elsevier.com/locate/ecra.


Indrasakti Agung Nugroho et.al. The Impact of product quality, personal trust, and bank trust for the millennial 

generation's decision to get a bank mortgage 

                                      International Journal of Research and Review (ijrrjournal.com)  730 

Volume 10; Issue: 12; December 2023 

43. Umar, M., Sial, M. H., Ali, S. A., Bari, M. 

W., & Ahmad, M. (2021). Trust and social 

network to boost tacit knowledge sharing 

with mediation of commitment: does culture 

moderate? VINE Journal of Information and 

Knowledge Management Systems, ahead-

of-print. 

44. Van Esterik-Plasmeijer, P. W. J., & van 

Raaij, W. F. (2017). Banking system trust, 

bank trust, and bank loyalty. International 

Journal of Bank Marketing, 35(1), 97–111. 

https://doi.org/10.1108/IJBM-12-2015-

0195. 
45. Vera, J., & Trujillo, A. (2013). Service 

quality dimensions and superior customer 

perceived value in retail banks: An 

empirical study on Mexican consumers. 

Journal of Retailing and Consumer Services, 

20(6), 579–586. 

https://doi.org/https://doi.org/10.1016/j.j

retconser.2013.06.005. 

46. Yuen, E. F. T., & Chan, S. S. L. (2010). The 

effect of retail service quality and product 

quality on customer loyalty. Journal of 

Database Marketing and Customer Strategy 

Management, 17(3–4), 222–240. 

https://doi.org/10.1057/dbm.2010.13. 
47. Zhang, H., Zhang, R., Lu, X., & Zhu, X. 

(2020). Impact of personal trust tendency on 

patient compliance based on internet health 

information seeking. Telemedicine and E-

Health, 26(3), 294–303. 

 

 
How to cite this article: Indrasakti Agung 

Nugroho, Mohamad Rizan, Agung Wahyu 

Handaru, Setyo Ferry Wibowo. The Impact of 

product quality, personal trust, and bank trust 

for the millennial generation's decision to get a 

bank mortgage. International Journal of 

Research and Review. 2023; 10(12): 720-730. 

DOI:  https://doi.org/10.52403/ijrr.20231272 

 

 

****** 

https://doi.org/10.1108/IJBM-12-2015-0195.
https://doi.org/10.1108/IJBM-12-2015-0195.
https://doi.org/https:/doi.org/10.1016/j.jretconser.2013.06.005.
https://doi.org/https:/doi.org/10.1016/j.jretconser.2013.06.005.
https://doi.org/10.1057/dbm.2010.13.

