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Abstract 

Currently, consumers can use their mobile phones to complete their daily tasks. 

Thus, a growing number of banks have developed mobile applications (apps) that offer 

digital banking services to their customers. In this research, we are interested in 

investigating the factors that influence users’ willingness to continue using mobile apps. 

Different from the traditional research of task-technology fit, our study adopts service-

dominant logic and defines the concept of task-service fit in the context of banking apps 

and then proposes that mobile banking service quality influences users’ continuous 

intentions in certain task conditions. To distinguish the task conditions, we use task 

complexity and intuitiveness as the moderator, which would moderate the effectiveness 

of users’ perceived service experience, service quality, and satisfaction. Therefore, our 

research can provide suggestions to help banks design their mobile service tasks, 

promote more convenient services, and enhance their users’ continuance intention and 

use frequency. 

 

Keywords: bank mobile service, task-service-fit, service content quality, service 

delivery quality, task conditions, user satisfaction, service experience, continuance 

intention 
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Chapter 1. Introduction 

In recent years, a growing number of banks have adopted financial technology to 

catch up to changes in consumers’ behavioral patterns. Taking a developing country, 

Indonesia, as an example, the annual growth rate of the fintech market in 2017 increased 

to 16.7% (Narayan &Sahminan, 2018). Currently, consumers can use their mobile 

phones to complete many of their daily tasks. For example, they can use mobile 

applications to buy products, pay bills, transfer remittances, browse the menu of a 

restaurant, and book reservations for dinner (Kim et al. 2013). Since applications are 

becoming increasingly convenient, the mobile phone has become one of the most 

important tools in people’s daily life. According to James (2010), the growth rate of 

mobile phone subscribers in developing countries has reached up to 300% between 

1999 and 2005. For this reason, banks are changing their service channel from over-

the-counter service to mobile application service. According to MIC (2018), people 

have changed to using mobile phones to conduct business work in the Bank 3.0 

generation; in particular, Alibaba has already monopolized the market in China, and its 

success has contributed to mastering previous changes in user habits. 

In this research, we are interested in exploring the circumstances in which users 

accept the mobile application and are willing to continue using it in the future. 

According to the concept of task-service-fit (Fang, 2017), users are willing to continue 

to use an application when the service of the application is designed to meet the needs 

of the user’s work. We use “the fit as moderator” (Venkatraman, 1989) to examine task-

service-fit in this research. We argue that when users adopt mobile apps to do tasks 

with different levels of complexity and different information requirement amounts, the 

application service will have different impacts on users’ satisfaction and experience. 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202000932

2 
 

The results of findings should enhance our understanding of the bank’s mobile 

application service design in different banking businesses. If the service is designed 

well in advance, it can play the role of providing greater adaptation between the task 

and the user’s requirements (Zigurs &Buckland, 1998). In addition, we would like to 

further explore how a fit can be achieved and whether a better fit can earn the user’s 

positive feedback concerning degree of service quality and satisfaction and then 

contribute to a higher level of user’s continuous intention. 

 According to Tan et al. (2013), the service of the application should consider two 

aspects of quality: service content quality and service delivery quality. Service content 

quality considers what service an application can provide to assist users to complete 

their needs, while service delivery quality explains how the services provided by an 

application become more accessible through the mobile phone channel. Regarding task 

conditions, the past literature suggests that task complexity (Wang et al. 2014) and 

effortlessness/gut feeling (Ullrich &Diefenbach, 2015) are the most distinct task 

features from a cognitive load perspective. The application provides many services, and 

each service has its own task complexity. If a user has work (a task) that needs to process 

more information, the task is more complex. Despite task complexity, intuitiveness is 

also a key aspect of users’ using experience when they first use an application. An 

application is or is not easy to use; thus, we use effortlessness as a facet. After we 

download an application, some people will search for its instruction manual before they 

start to use it, whereas others will try the application directly. Even without being taught 

by someone or something to guide them in their use of the application, there is 

something that leads them to operate the application; it can be the user’s reason or the 

user’s feeling (gut feeling). 

We sum up research questions as follows.  

(1) How can we define task-service fit in the mobile banking environment?  
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(2) If the application has better task-service-fit, will users give more positive 

feedbacks of service quality and satisfaction? 

(3) Would the higher degree of user’s satisfaction contribute to a higher 

willingness to use the application continuously? 
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Chapter 2. Literature Review 

 The literature review is divided it into two parts: service-task fit and user’s 

satisfaction and experience.  

2.1 Service Dominant Logic 

 Previously, IS researches usually emphasize the utilization of technology/system 

when they want to evaluate the mobile service continuance intention, regarded the 

technology as a good to be allocated to users and thought the concept was related to 

the perspective of goods dominant logic (Fang, 2017). However, there have been 

more and more studies thought the goods dominant logic could not perfectly reflect 

the continuance intention especially mobile service market in recent years. Vargo and 

Lusch (2004) suggested that the service dominant logic replenishes the perspective of 

goods dominant logic on mobile application service continuance intention, for the 

focus is transforming from tangibles to intangibles and the orientation has also shifted 

from producer to consumer, service dominant logic is indeed become more and more 

important. In this study, we will use the service dominant logic to evaluate the 

continuance intention of bank mobile service, thus we adopt the concept of task-

service fit rather than the traditional task-technology fit. 

2.2 Task-Service-Fit in Bank Mobile Service 

2.2.1 Task Conditions 

 The bank mobile application provides many services. People can use their mobile 

phone to deal with remittances, exchange currencies, and make investments. Each task 

incurs different levels of complexity. Task complexity is a function of the amount of 

task-related information that users need to process when they conduct some tasks 
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(Wood, 1986). According to Campbell (1988), having multiple paths to arrive at a user’s 

desired outcome will increase the information load and the complexity of the task. On 

the other hand, there are many possible approaches that can lead to a user’s desired 

outcome; this situation may reduce task complexity. Considering that bank mobile 

services have different procedures, the underlying task can be classified from simple to 

complex (Tam &Oliveira, 2016).  

When users use a mobile bank service, not only task complexity but also 

intuitiveness matters. Intuitive interaction is generally known as the following: when 

users operate an application, they can immediately complete the task successfully 

(Britton et al. 2013). According to Ullrich and Diefenbach (2015), intuitiveness 

includes gut feeling and effortlessness. Gut feeling refers to the situation that the 

completion of tasks is guided by feelings, while effortlessness is related to the situation 

in which users feel that it is easy to complete their tasks (Ullrich &Diefenbach, 2015). 

In this research, we will combine task complexity and intuitiveness to ascertain how 

these task conditions interact with service quality to influence user satisfaction and 

experience. 

2.2.2 Mobile Bank Service Quality 

 Since mobile phones are becoming less expensive, using a mobile phone has 

become a trend for people. An increasing number of companies have developed their 

mobile services in recent years to compete for more customers, and mobile service 

quality is one of the very important factors companies have to face (Özer et al. 2013). 

Service quality considers how well the service matches users’ needs and expectations. 

It could reflect the result of comparing the actual and expected service levels (Kant 

&Jaiswal, 2017). The past literature has found that service quality is positively related 

to users’ attitudes and behaviors toward the service (e.g., Hwang &Kim, 2018). 
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 Tan et al. (2013) distinguish two types of service quality: service content quality 

and service delivery quality. Service content quality considers how the service could 

provide assistance to users in meeting their requirements, while service delivery quality 

describes how the service becomes more accessible through the mobile device. 

SERVQUAL, proposed by Parasuraman and Zeithaml (1988), is usually used to 

measure service content quality. It includes five dimensions: tangibles, reliability, 

responsiveness, assurance, and empathy. Of these five dimensions, Kim et al. (2004) 

have indicated that tangibles, which are an aspect of SERVQUAL, seems not suitable 

for online shopping activities, for tangibles deal with physical facilities, but there is not 

any physical facility in the internet environment. In addition, according to Kim et al. 

(2010), it is necessary to identify specific system characteristics and assess their 

individual effects on both the perceived ease of use and the perceived usefulness of a 

mobile payment service; they identified mobility, reachability, and convenience as 

effective dimensions in addition to SERVQUAL. Based on Kim (2004) and Kim (2010), 

we consider seven dimensions of service content quality: reliability, responsiveness, 

assurance, empathy, mobility, reachability, and convenience. 

In contrast to service content quality, service delivery quality focuses more on the 

IT artifact through which the service is delivered to users. An ill-designed service 

delivery mechanism would decrease user satisfaction, despite the outstanding service 

content functions the service provides (Tan et al. 2013). In this research, the banking 

service is delivered via a mobile app. Whether the mobile app is designed well and 

functions well determines the accessibility of the service. Hajiheydari and Ashkani 

(2018) mentioned that a mobile app’s purpose is to provide users with useful, 

understandable, and timely information needed to perform tasks; otherwise, users will 

likely use the service less often. Hajiheydari and Ashkani (2018) suggested that mobile 

app usability is one important aspect of mobile app quality. Hoehle and Venkatesh (2015) 
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considered three dimensions of mobile app usability–application design, application 

utility, and user interface (user interface graphics, user interface input, and user 

interface output). In this study, we do not consider application utility, as it is more 

related to service content quality. In addition to mobile app usability, another dimension, 

information quality, which directly links to a user’s initial trust toward mobile banking 

service providers (Zhou, 2012), should be considered. Xu et al. (2013) also mentioned 

that object-based beliefs about information quality and system quality influence the 

object-based attitudes of satisfaction, which in turn affect the behavioral beliefs of 

perceived usefulness and ease of use and, consequently, behavioral attitude. Moreover, 

Hwang and Kim (2018) argue that system quality, in terms of system responsiveness 

and reliability, also impact mobile application quality. According to Wixom and Todd 

(2005), information quality can evaluate the necessity, accuracy, format, and 

immediacy of the information in the app; system quality can measure the reliability, 

flexibility, integration, accessibility, and timeliness of the system efficacy of app. The 

factors of information quality and system quality reflect perceptions of the app itself 

and how it delivers information, which strongly relate to service delivery quality. 

Overall, this study focuses on four dimensions of service delivery quality: application 

design, user interface, information quality, and system quality. 

2.2.3 The Fit Concept 

Task service fit refers to the matching of task requirements and the capability of a 

specific service to meet these requirements; to significantly alleviate user psychological 

barriers, more services and work are required to elevate the perceived fit between 

services and tasks (Fang, 2017). According to Teo and Men (2008), fit has been 

examined in many fields. For example, Saunders et al. (2005) confirmed the 

information processing theory’s concept of fit between the information processing 
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needs and capability in the context of an interorganizational relationship. Furthermore, 

the literature of IT implementation (Khazanchi, 2005), technology requirements and 

work group communications (Belanger et al. 2001), business reengineering (Huizing et 

al. 1997), and context of alignment (Chan et al.1997) also confirms that fit is important. 

Thus, an increasing number of researchers attempt to synthesize the different 

conceptualizations of fit (Teo &Men, 2008). Actually, Venkatraman (1989) already 

sorted out six perspectives of fit: fit as moderation, fit as mediation, fit as matching, fit 

as covariation, fit as profile deviation, and fit as gestalts. If the fit is between only two 

concepts, the perspectives we need to consider are moderation, mediation, and 

matching.  

According to Saunders et al. (2005), mediation and moderation are more 

commonly used than are the other four perspectives. Moreover, to understand the 

difference between mediation and moderation, we can start from their descriptions. Fit 

as mediation is a significant intervening mechanism that exists between antecedent 

variable and the consequent variable, and the description of fit as moderation is the 

impact that a predictor variable has on a criterion variable that is dependent on the level 

of a third variable, which is the moderator (Zigurs &Buckland, 1998). In this study, we 

consider that task service fit conceptualization has three variables, which are service 

content quality, service delivery quality, and task conditions, which would have 

interaction effects. Therefore, we decided to adopt fit as our moderator perspective. 

2.3 Service Satisfaction versus Service Experience 

According to Chen and Chen (2010), satisfaction is primarily referred to as a 

function of ex-ante expectation and ex-post experience. When experiences compared 

to expectations result in feelings of fulfillment, the user is satisfied. Many past studies 

point out that consumers’ intention to continue to use a technology service is determined 
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by their satisfaction with prior use (Humbani &Wiese, 2019). According to Hong et al. 

(2006), to encourage continuous use of the service, the managing user’s satisfaction 

level is critical. Hwang and Kim (2018) also encourage service providers to consider 

user satisfaction continuously when they provide or create new services on the mobile 

channel.  

In contrast to service satisfaction, service experience emphasizes the service 

process rather than the result. Moreover, service experience measures the entire 

environment rather than the isolated space. Homburg et al. (2017) suggest that the 

customer experience is the evolvement of a person’s sensorial, affective, cognitive, 

relational, and behavioral responses to a brand by living through a journey of 

touchpoints along prepurchase, purchase and postpurchase and continually judging this 

journey against a response threshold of cooccurring experiences. While the customer 

experience is the engagement of users in both cognitive and noncognitive processing of 

incoming sensory information (Rose et al. 2012), we emphasize the cognitive and 

affective view of user engagement in the mobile banking environment. Furthermore, 

Froehle and Roth (2004) suggest that the information richness and usefulness of the 

technology-mediated customer service are the measurement of the cognitive 

experiential state. More specifically, information richness can evaluate cognitive 

assessment of the complexity and vividness of the communication between the service 

provider and the customer on the app, while usefulness reflects the user’s perceived 

value from the service bundle offered by the app (Froehle &Roth, 2004). In addition, 

Mano and Oliver (1993) suggest that affect responses to experiences are conceptualized 

as both negative and positive emotions because a given experiential state, through its 

constituents, can promote the simultaneous stimulation of both emotions. Thus, we 

define the mobile app user experience as the cognitive assessment and affect during app 

navigation. 
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Chapter 3. Development of Research Framework 

 Our research framework is shown in Figure 3-1. We propose that service quality 

in terms of service-content quality and service-delivery quality, when fitted with task 

conditions, can create better satisfaction with the app, which in turn increases users’ 

continuance intention with the app. 

 

Figure 3-1 Research Framework 

3.1 Service Content Quality 

 In this study, we use reliability, responsiveness, assurance, empathy, mobility, 

reachability, and convenience to measure service content quality, which considers how 

the service could assist users to meet their requirements. According to Tan et al. (2013), 

service content quality is informative in explaining the user’s perception of the website 

service quality. In the context of mobile bank apps, service content quality plays an 

important role to reflect the user’s feeling about whether this mobile bank service could 

reach their needs. According to Özer et al. (2013), mobile service quality has a positive 

effect on user satisfaction. Kant and Jaiswal (2017) also propose that service content 

quality has a significantly positive relationship with customer satisfaction in Indian 

H1 H2 

H6a H6b 

H5 
H3c, H4c H3a, H4a 

H3b, H4b H3d, H4d 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202000932

11 
 

banks. Therefore, we hypothesize the following: 

 

H1. Service content quality will have a positive effect on user satisfaction with a mobile 

bank app. 

 

3.2 Service Delivery Quality 

 Service delivery quality focuses on the IT artifact through which the service is 

delivered to users. We use four dimensions to evaluate service delivery quality: 

application design, user interface, information quality, and system quality. In this study, 

the underlying IT artifact is a bank mobile application. Tan et al. (2013) confirm that 

service delivery quality has a positive effect on the user’s perception of website service. 

In addition, Hoehle and Venkatesh (2015) have found that mobile app quality leads to 

higher user satisfaction. Moreover, Hajiheydari and Ashkani (2018) have confirmed 

that both information quality and system quality influence a mobile app user’s 

satisfaction. Thus, we hypothesize the following: 

 

H2. Service delivery quality will have a positive effect on user satisfaction with a 

mobile bank app. 

 

3.3 Task-Service-Fit in Framework 

 According to Yang et al. (2015), the better the match between the task and service 

characteristics, the greater the likelihood of users having a better perception of the app, 

which in turn affects the user’s satisfaction and service experience. Moreover, the 

perceived fit between the tasks and services derived from the app will increase the 
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user’s satisfaction and service experience (Fang, 2017). In this study, we consider two 

task characteristics, task complexity and user intuitiveness, and examine their 

interaction effects with service quality. 

3.3.1 Task Complexity 

 According to Wang et al. (2014), compared to simple tasks, complex tasks require 

more cognitive work. High task complexity increases information processing 

requirements and demands more cognitive resources from task executors. Moreover, Li 

et al. (2011) suppose that task complexity reduces user satisfaction when tasks are 

perceived to be complex and more information cues with mobile service. Not only user 

satisfaction but also service experience will be affected by different levels of task 

complexity (Campbell, 1988). In the circumstance that the app is designed well but the 

user is facing a complex task, the complex task will make users impatient with the app; 

thus, the user’s experience cannot effectively enhance service content quality and 

service delivery quality. Additionally, service content quality and service delivery 

quality cannot effectively increase user satisfaction. We hypothesize the following: 

 

H3a. Task complexity negatively moderates the relationship between service content 

quality and satisfaction. 

H3b. Task complexity negatively moderates the relationship between service content 

quality and service experience. 

H3c. Task complexity negatively moderates the relationship between service delivery 

quality and satisfaction. 

H3d. Task complexity negatively moderates the relationship between service delivery 

quality and service experience. 
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3.3.2 Intuitiveness 

 According to Britton et al. (2013), intuitive interaction with products involves the 

utilization of knowledge gained through other services or experiences to perform a task 

smoothly. In our study, we considered that intuitiveness is a measurement of tasks, and 

we supposed that a user would perceive different intuitive degrees in different tasks 

with the same mobile application. In addition, Macaranas et al. (2015) determined that 

there was a significantly positive relationship between user satisfaction and perceived 

competence, which could provide insight on designing systems that are intuitive and 

easy to use. Furthermore, Britton et al. (2013) confirmed that service experience is a 

key factor in intuitive interaction, with a further increase in success rate where the 

mobile application interfaces have a layout that improves the user’s cognitive reasoning. 

For example, when users deal with an intuitive task, users can complete the task easily 

and do need not focus on the app’s service content or the efficacy of the service delivery 

channel. The experience can enhance its utility in terms of service content quality and 

service delivery quality through intuitive tasks and further satisfy users with the app. 

Thus, we hypothesize the following: 

 

H4a. Intuitiveness positively moderates the relationship between service content quality 

and satisfaction. 

H4b. Intuitiveness positively moderates the relationship between service content 

quality and service experience. 

H4c. Intuitiveness positively moderates the relationship between service delivery 

quality and satisfaction. 

H4d. Intuitiveness positively moderates the relationship between service delivery 

quality and service experience. 
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3.4 Satisfaction with the APP 

 The relationship between user satisfaction and continuance intention has been 

discussed many times in past studies, and most such relationships have positive effects. 

In this study, we investigate how bank mobile service user satisfaction impacts user 

continuance intention. According to the model proposed by Bhattacherjee (2001), a 

user’s continuance intention is influenced by user satisfaction with information system 

use and the perceived usefulness of continued information system use; users with 

stronger satisfaction tend to have more-obvious continuance intention. In addition, user 

satisfaction with the delivery channel of a mobile app exerts a significantly positive 

effect on continuance intention (Zhao et al. 2012). Furthermore, Hsiao et al. (2016) 

confirmed that mobile application user satisfaction can positively impact mobile service 

continuance intention. Thus, we hypothesize the following: 

 

H5. User satisfaction with a mobile bank app will have a positive effect on user 

continuance intention. 

 

3.5 Service Experience 

We consider that service content quality could be linked to service experience. 

Edvardsson (2005) proposed that the role of emotions in user-perceived service 

quality is related to a user’s service experience. Because we adopt the cognitive and 

affect experiential state to measure the user’s service experience, and user service 

content quality is related to this service experience concept, we consider that the 

user’s service experience will affect the service content quality positively. 

In our research, we thought that not only service content quality but also service 
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delivery quality would be affected by the service experience. Referring to DeLone and 

McLean (2003), service delivery quality components such as information quality and 

system quality have a positive relationship with the degree of mobile application 

usefulness, which is a key dimension of cognitive service experience. In addition, we 

considered information quality a dimension of service delivery quality, which is similar 

to information richness; if the app has high information richness, its information quality 

would also be high and lead users to have better service delivery quality. Moreover, by 

having high-quality information, users will accordingly easily understand the service 

meanings that app service providers want to deliver to them. Thus, users will have good 

service delivery quality with the mobile application to explore the functions that they 

need to complete their tasks (Markun Hanjaya et al. 2019).  

In this study, service delivery quality concerns the app’s design, user interface, 

information quality, and system quality, which users could receive immediately when 

they operate the mobile app; users would have a different degree of service delivery 

quality with different periods of service experience. Thus, we hypothesize the 

following: 

 

H6a. User’s service experience with a mobile bank app will have a positive effect on 

service content quality. 

H6b. User’s service experience with a mobile bank app will have a positive effect on 

service delivery quality. 
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Chapter 4. Research Methodology 

 In this study, we cooperate with First Bank and try to help the bank understand 

better its target users’ requirements. The bank just released its digital bank service and 

released a new mobile banking application (called iLeo) in 2019. We will introduce the 

app and describe the measurements and experiment below. 

4.1 App Service Introduction 

 The iLeo app has four main functions: transfer, audit, foreign exchange, and 

financial news reading. In this study, we focus on the monetary transfer service, which 

offers four subservices: normal transfer, disengaged transfer, slip transfer, and 

Facebook transfer (see table 4.1-1). Through the normal transfer subservice, users can 

transfer money after they type in a payee’s account. Users can choose disengaged 

transfer, for which the payee’s email and phone number are required to complete the 

monetary transfer. Slip transfer allows users to transfer through the slip gesture when 

the payee’s account information is saved in the system in advance. Facebook transfer 

allows users to transfer money to their Facebook friends who are also users of this app. 

Table 4.1-1 Screen shots of monetary transfer service in iLeo 

Page names Screen shots Descriptions 

Transfer 

methods 

 

The monetary transfer 

services include normal 

transfer, disengaged 

transfer, slip transfer, and 

Facebook transfer (from 

top to bottom). 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202000932

17 
 

Normal 

Transfer 

 

In normal transfer, users 

can choose from which 

account they want to 

withdraw the money to 

transfer to the payee. 

Then, they have to input 

the payee’s bank code, 

bank account, the transfer 

amount, and the optional 

note (from top to bottom). 

Disengaged 

Transfer 

 

In disengaged transfer, 

users can choose from 

which account they want 

to withdraw the money 

and transfer to the payee. 

Then, they have to input 

the transfer amount, 

payee’s phone number, 

and optional note (from 

top to bottom). 
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Disengaged 

Transfer – 

Mail the 

Withdrawal 

Link 

 

After inputting the 

payee’s information into 

the disengaged transfer 

service, users have to 

mail the withdrawal link 

to the payee. 

Slip Transfer 

 

In slip transfer, users can 

transfer the money 

through slipping the 

center icon to the payee’s 

icon. 

Slip Transfer – 

Add a Payee to 

Friend List 

 

I have to add the payee, 

who is first transferred 

time to my friends list. 

The information 

requirements are the 

payee’s nickname, bank 

code, and bank account 

(from top to bottom). 
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Facebook 

Transfer 

 

In Facebook transfer, I 

can transfer through 

slipping the center photo 

to the payee’s photo, but 

the payee has to be added 

to my Facebook friend list 

first. 

Facebook 

Transfer – 

Link the 

Service to 

Facebook 

Account  

The first time I use the 

Facebook transfer 

service, I have to link the 

service to my Facebook 

account; the link requires 

me to login to my 

Facebook account. 

4.2 Measurements 

 We want to investigate the impact of task-service-fit on the continuous intention 

of the app service. We conduct a quasi-experiment focusing on the iLeo monetary 

transfer service. The operationalization of our constructs is described below. 

4.2.1 Service Content Quality 

 Service content quality considers how the service could provide assistance to users 

to meet their requirements. We have seven dimensions of service content quality in this 

study: reliability, responsiveness, assurance, empathy, mobility, reachability, and 

convenience. 
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Table 4.2-1 Definitions of the dimensions of service content quality 

Dimensions Definitions 

Reliability RE The mobile banking service is consistently provided. 

Responsiveness RES 
The mobile banking service could provide prompt 

services. 

Assurance AS 
Users can trust and rely on the professional assistances 

provided by mobile banking service. 

Empathy EM 
The mobile banking service could provide different 

personal services to different users. 

Mobility MO 
Users can use the mobile banking service to conduct 

transactions from anywhere. 

Reachability REA 

The possibility for users to be contacted anytime and 

anywhere by service providers of the mobile banking 

service to inform them the status of mobile transaction, 

account balance, etc. 

Convenience CO 
The mobile banking service provides time and place 

utility for users. 

However, after we analyzed the measurement model, the results showed that some 

dimensions of service quality did not fit with our research framework. Thus, we only 

kept reliability, responsiveness, and assurance as our dimensions of service content 

quality in the measurement model. 

4.2.2 Service Delivery Quality 

 Service delivery quality focuses on the IT artifact through which the service is 

delivered to users. We considered four dimensions of service delivery quality in this 

study: application design, user interface, information quality, and system quality. 
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Table 4.2-2 Definitions of the dimensions of service delivery quality 

Dimensions Definitions 

Application Design AD 
The app of the mobile banking service is designed well 

and structured. 

User Interface UI 
The app of the mobile banking service has designed 

graphics well and allows users to input data easily. 

Information 

Quality 
IQ 

The information contents on app of the mobile banking 

service are sufficient, accurate, current, and presented 

well. 

System Quality SQ 
The app of the mobile banking service is stable and 

responsive. 

4.2.3 Task Conditions 

 Four different monetary transfer methods are designed as tasks assigned to the 

testers in our experiment. For each task, we consider the task complexity and 

intuitiveness. 

Task complexity is measured by the number of steps to complete the task. The task 

complexity for each monetary transfer method is analyzed in table 4.2-3. 

Table 4.2-3 Evaluate results of task complexity 

Monetary 

Transfer 

Methods 

Task Procedures 
Degree of 

Complexity 
Notes 

Normal 

Transfer 

1. Input payee’s bank account. 

2. Input transfer amount. 

3. Input the note (optional). 

4. Confirm the transfer 

Medium 

1. Both slip 

transfer and 

Facebook 

transfer require 
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information. users to set up 

before use (refer 

to figure 4-1.1). 

However, since 

our focus is not 

on first-time 

users but rather 

on experienced 

users who 

determine 

whether to 

continue their 

usage, we do 

not consider the 

steps for the 

setup. 

2. Although slip 

transfer, 

Facebook 

transfer, and 

normal transfer 

have the same 

number of steps, 

we consider 

normal transfer 

Disengaged 

Transfer 

1. Input payee’s phone number. 

2. Input transfer amount. 

3. Input payee’s email to mail 

the withdrawal link. 

4. Confirm the transfer 

information. 

5. The link with the withdrawal 

information is sent to the 

payee. 

6. The payee clicks the 

withdrawal link in the email. 

7. The payee verifies his/her 

identity. 

8. The payee inputs the bank 

account to deposit the 

transfer amount. 

High 

Slip 

Transfer 

1. Slip the icon to payee’s icon. 

2. Input transfer amount. 

3. Input the note (optional). 

4. Confirm the transfer 

information. 

Low 

Facebook 

Transfer 

1. Slip the photo to payee’s 

photo. 

2. Input transfer amount. 

Low 
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3. Input the note (optional). 

4. Confirm the transfer 

information. 

more 

complicated 

because the 

users need to 

input the 

payee’s account 

information, 

which takes 

more time than 

Facebook and 

slip transfer, 

which tasks 

users can 

complete with 

one click. 

Intuitiveness is measured by the amount and availability of information to 

complete the task. The intuitiveness for each monetary transfer method is analyzed in 

the following table. 

Table 4.2-4 Evaluate results of intuitiveness 

Monetary Transfer 

Methods 

Information 

Requirements 

Degree of 

Intuitiveness 
Notes 

Normal Transfer Payee’s bank account Low 

We consider 

disengaged 
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Disengaged 

Transfer 

Payee’s phone number; 

payee’s email 
Medium 

transfer to be more 

intuitive than 

normal transfer 

because payee’s 

phone number and 

email are more 

available than is 

the payee’s bank 

account. 

Slip Transfer None High 

Facebook Transfer None High 

4.2.4 Satisfaction with the App 

In this study, we consider that user’s perceived satisfaction will affect the 

continuance intention. Satisfaction is evaluated by some functions of the app and the 

feeling about the mobile service. 

4.2.5 Service Experience 

 Mobile app user experience can reflect the degree of the user’s perceived feeling. 

We use the concept of cognitive assessment and affect during app navigation to 

measure the service experience. 

Table 4.2-5 Definitions of the dimensions of service experience 

Dimensions Definitions 

Information 

Richness 
IR 

Evaluate cognitive assessment of the complexity and 

vividness of the communication between the service 

provider and the customer on the app. 

Usefulness US 
Reflects users’ perceived value from the service bundle 

offered by the app. 
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Affective AF 
When users experience the app, they will have different 

degrees of feelings and emotions. 

4.2.6 Continuance Intention 

 User’s continuance intention for the app is the last part of our research 

framework, and it will bring us the result of the user’s feedback on the app service. 

Thus, we use different questions to ask the testers whether they intend to use the app 

continuously (see appendix a). 

4.3 Experiment Design 

  We have divided the experiment process into three parts: preparation, performing 

tasks, and filling in the questionnaire. In the preparation part, testers need to download 

the iLeo app and apply for the first bank’s digital account, which takes three work days. 

Second, testers are randomly assigned to one of the four monetary transfer tasks and 

are required to complete the task assigned. Finally, testers have to fill in our 

questionnaire (Appendix A) to provide their feedback and feelings about the iLeo 

monetary transfer service. In second part, we designed the process as shown in figure 

4-1. 

 

Figure 4-1 Experiment process 
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 The assist testers part to type in experiment information is the step in which the 

experiment staff would help testers understand which account is the payee’s bank 

account and type in related information and then provide the transfer fee to testers. In 

the next part, testers would be randomly assigned to complete one of four monetary 

transfer tasks. Furthermore, to ensure that testers have a sense of general application 

quality, we give users free time to browse through the app. 

 After the testers complete the second part, they can fill in our questionnaire 

immediately. We want to not only collect the experiment data but also ensure that the 

data are entered seriously; thus, we include two verification questions in our 

questionnaire to detect whether testers feel impatient and write their feedback 

perfunctorily. 

4.4 Data Collection 

 The experiment was conducted over four months. We collected 103 valid 

responses in total. As shown in table 4.4-1, most of our experiment testers are students 

(94.2%) with an age range between 18 and 25 years old (89.3%). The most popular 

monetary transfer method is through a mobile app to deal with their requirements, and 

41.1% of them have to process transfer tasks two to four times per month. 

Table 4.4-1Descriptive statistics of respondents’ characteristics 

 Frequency Percentage (%) 

Age 

Under 18 2 1.9 

18 – 25 92 89.3 

26 – 40 8 7.8 

41 and above 1 1.0 
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Total 103 100.0 

Gender 

Male 42 40.8 

Female 61 59.2 

Total 103 100.0 

Occupation 

Student 97 94.2 

Others 6 5.8 

Total 103 100.0 

Monetary Transfer Preferences 

Bank Counter 5 4.9 

ATM 25 24.3 

Web Banking 18 17.5 

Mobile App 55 53.4 

Total 103 100.1 

Frequency of Web Banking Usage (times per month) 

Zero Times 1 5.6 

Once 4 22.2 

Twice to Four Times 9 50.0 

Five to Eight Times 3 16.7 

More Than Eight Times 1 5.6 

Total 18 100.1 

Frequency of Mobile Banking Usage (times per month) 

Zero Times 3 4.1 

Once 13 17.8 
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Twice to Four Times 30 41.1 

Five to Eight Times 17 23.3 

More Than Eight Times 10 13.7 

Total 73 100.0 
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Chapter 5. Model Analysis and Results 

 After we collected the data, we chose partial least squares (PLS) to analyze them. 

According to Gefen et al. (2000), PLS can work with a variance of individual data items 

from the means and work with the entire structure of the research framework, which is 

what categorizes it as a structure equation modeling (SEM) technique. In our data, there 

are many dimensions of each measurement, and we can use PLS to check the covariance 

of measurements. Moreover, our research framework is complex, and the sample size 

is not large, which fits with the features of the target of PLS (Hair et al. 2014). 

5.1 Measurement Model Analysis 

 We tested the measurement model with the PLS technique. According to Hulland 

(1999), a PLS model is usually analyzed and explained sequentially by assessing the 

reliability and validity of the measurement model; we can observe the convergent 

validity and discriminant validity of the measurement model to ensure that it is adequate. 

To check the convergent validity of our measurement model, the traditional method is 

to use Cronbach’s alpha, which provides an estimate for reliability based on the 

indicator intercorrelations (Henseler et al. 2009). In addition to Cronbach’s alpha, Hair 

et al. (2014) suggest that composite reliability allows PLS to adapt different loadings 

of indicators and prevents the measurement model from underestimating the 

Cronbach’s alpha. Moreover, we can also use the average variance extracted (AVE) as 

a measure of convergent validity (Fornell &Larcker, 1981). When Cronbach’s alpha 

and composite reliability > 0.7, AVE > 0.5, it indicates that the measurement model has 

sufficient convergent validity (Henseler et al. 2009). As table 5.1-1 shows, because all 

measurements of our research framework comply with the above standard, we can 

know that our measurement model has enough convergent validity. 
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Table 5.1-1 Item Reliability Analysis 

 AVE 
Composite 

Reliability 

Cronbach’s 

Alpha 
Average STDEV 

Service 

Experience 
0.6906 0.8989 0.8489 5.990 0.9615 

Service 

Content 

Quality 

0.7027 0.9497 0.9393 5.9163 0.9730 

Service 

Delivery 

Quality 

0.625 0.9522 0.9451 5.7540 1.1294 

Satisfaction 0.6357 0.8967 0.8551 6.1592 0.9572 

Continuance 

Intention 
0.8065 0.9433 0.9192 5.6432 1.2268 

 Discriminant validity represents the extent to which measures of other constructs 

in the same model are correlated (Hulland, 1999). According to Gefen and Straub 

(2005), there are two procedures that can assess the discriminant validity: examine item 

loadings to construct correlations, and examine the ratio of the square root of the AVE 

of each construct to the correlations of this construct to all other constructs. First, the 

item loadings are required such that the loadings of each indicator on its construct are 

higher than the cross loadings on other constructs (Hair et al. 2014). Table 5.1-2 shows 

the cross loadings of each measurement indicator on its construct and other constructs, 

and they all meet the standard that the loadings of measurement items on their 

constructs are higher than on other constructs. Second, the square root of the AVE of 

each construct needs to be greater than any correlation between this construct and any 

other construct (Gefen and Straub, 2005). As seen in table 5.1-3, the square root of the 
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AVE of each construct is greater than its correlation with any other construct; the result 

shows that the measurement model is valid and reliable. 

Table 5.1-2 Factor Structure Matrix of Loadings and Cross-Loadings 

 experience 
service content 

quality 

service delivery 

quality 
satisfaction 

continuance 

intention 

AF 0.7619 0.5513 0.5538 0.5957 0.5002 

IR 0.8531 0.6479 0.5968 0.6401 0.6262 

US1 0.9036 0.6969 0.6337 0.6685 0.6665 

US2 0.7984 0.6037 0.6282 0.6385 0.5598 

RE1 0.6391 0.8224 0.6331 0.5441 0.5211 

RE2 0.6121 0.8703 0.6915 0.6062 0.478 

RE3 0.6296 0.8676 0.6769 0.5784 0.4324 

RES1 0.655 0.8753 0.6897 0.612 0.5284 

RES2 0.6312 0.841 0.6302 0.5713 0.4145 

AS1 0.6377 0.8261 0.6972 0.5536 0.4707 

AS2 0.6514 0.8192 0.7084 0.6244 0.5077 

AS3 0.6024 0.7797 0.5646 0.4982 0.5214 

AD1 0.5861 0.5247 0.754 0.5771 0.5435 

AD2 0.5365 0.6225 0.836 0.6405 0.4977 

AD3 0.6167 0.6788 0.8447 0.639 0.5334 

AD4 0.6349 0.6392 0.8491 0.6103 0.5641 

IQ1 0.6286 0.7212 0.7596 0.6568 0.4419 

IQ2 0.6129 0.644 0.7608 0.6719 0.4671 

IQ3 0.5789 0.6329 0.796 0.6879 0.4723 

SQ1 0.4915 0.6393 0.7754 0.5919 0.3554 
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SQ2 0.5724 0.6237 0.7319 0.6192 0.4411 

SQ3 0.5886 0.6532 0.848 0.6323 0.4654 

UI1 0.5288 0.5483 0.7879 0.5382 0.4799 

UI2 0.4766 0.5362 0.729 0.5149 0.4438 

SA1 0.6463 0.5579 0.6966 0.8169 0.448 

SA2 0.5462 0.5165 0.4968 0.7333 0.4449 

SA3 0.648 0.5596 0.6233 0.856 0.5073 

SA4 0.5267 0.4938 0.5854 0.721 0.4255 

SA5 0.6691 0.599 0.6943 0.849 0.5871 

CI1 0.5982 0.4717 0.5233 0.537 0.9133 

CI2 0.5828 0.4622 0.542 0.5231 0.9114 

CI3 0.7172 0.5888 0.5785 0.5967 0.8227 

CI4 0.6358 0.5347 0.5086 0.5154 0.9405 

Table 5.1-3 Correlations of Constructs 

 experience 
service content 

quality 

service delivery 

quality 
satisfaction 

continuance 

intention 

experience 0.831 0 0 0 0 

service content 

quality 
0.7547 0.8383 0 0 0 

service delivery 

quality 
0.7267 0.7908 0.7906 0 0 

satisfaction 0.7656 0.6858 0.7823 0.7973 0 

continuance 

intention 
0.7112 0.5775 0.6032 0.6093 0.8981 
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5.2 Structural Model Analysis 

After the measurement analysis, we analyzed the path coefficient of each 

relationship by the bootstrapping method. The results are shown as table 5.2-1. 

In our research framework, the analysis explains 60 percent of the variance in 

service content quality, 61 percent of the variance in service delivery quality, 65 percent 

of the variance in satisfaction, and 37 percent of the variance in continuance intention. 

In addition, the result showed that service experience positively influenced service 

content quality and had a positive effect on service delivery quality (T = 13.2879, p < 

0.001; T = 8.9954, p < 0.001). Moreover, service content quality positively affected 

satisfaction, and service delivery quality was found to have a positive association with 

satisfaction (T = 1.8162, p < 0.05; T = 4.5221, p < 0.001). Finally, satisfaction was 

verified to have a significantly positive impact on continuance intention (T = 9.4494, p 

< 0.001). Thus, H1, H2, H5, H6a, and H6b were supported. The result also indicated 

that intuitiveness positively moderated the relationship between service delivery quality 

and satisfaction (T = 1.8229, p < 0.05); therefore, H4a was supported. However, other 

moderators did not have obvious positive or negative effects on dependent variables. 

The overall hypothesis results are shown as table 5.2-2. 

Table 5.2-1 Testing of Hypotheses 

Hypothesis (Dependent Variable) 
Path Coefficients 

（p-value） 

Service Experience → Service Content Quality (H6a) 
0.6711 

(13.2879***) 

Service Experience → Service Delivery Quality (H6b) 
0.58 

(8.9954***) 

Service Content Quality → Satisfaction (H1) 0.2056 
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(1.8162*) 

Service Delivery Quality → Satisfaction (H2) 
0.566 

(4.5221***) 

Satisfaction → Continuance Intention (H5) 
0.609 

(9.4494***) 

Hypothesis (Moderator) Path Coefficients 

Experience * Complexity → Service Content Quality (H3b) 
0.1668 

(1.0243) 

Experience * Complexity → Service Delivery Quality (H3d) 
0.2024 

(1.2053) 

Service Content Quality * Complexity → Satisfaction (H3a) 
0.3114 

(1.4441) 

Service Delivery Quality * Complexity → Satisfaction (H3c) 
-0.053 

(0.22) 

Experience * Intuitiveness → Service Content Quality (H4b) 
0.0265 

(0.1686) 

Experience * Intuitiveness → Service Delivery Quality (H4d) 
0.0772 

(0.4636) 

Service Content Quality * Intuitiveness → Satisfaction (H4a) 
0.4176 

(1.8299*) 

Service Delivery Quality * Intuitiveness → Satisfaction 

(H4c) 

-0.21 

(0.8834) 

R2 

Service Content Quality 0.6033 

Service Delivery Quality 0.6053 
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Satisfaction 0.6458 

Continuance Intention 0.3708 

Table 5.2-2The Summary of Hypothesis Results 

Dependent Variables Independent Variables Hypothesis Result 

Service Content Quality 

Experience 

H6a Supported 

Service Delivery 

Quality 
H6b Supported 

Satisfaction 

Service Content Quality H1 Supported 

Service Delivery 

Quality 
H2 Supported 

Continuance Intention Satisfaction H5 Supported 

Dependent Variables 
Independent Variables * 

Moderators 
Hypothesis Result 

Service Content Quality 
Experience * 

Complexity 

H3b Unsupported 

Service Delivery 

Quality 
H3d Unsupported 

Satisfaction 

Service Content Quality 

* Complexity 
H3a Unsupported 

Service Delivery 

Quality * Complexity 
H3c Unsupported 

Service Content Quality 
Experience * 

Intuitiveness 

H4b Unsupported 

Service Delivery 

Quality 
H4d Unsupported 

Satisfaction 
Service Content Quality 

* Intuitiveness 
H4a Supported 
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Service Delivery 

Quality * Intuitiveness 
H4c Unsupported 

5.3 Group Analysis 

 We found that hypotheses with relationships to moderators were largely not 

supported. To further explore the reasons, we conducted a group analysis based on the 

dimensions of task conditions. 

 First, we divided the samples into two groups: low-task-complexity group and 

high-task-complexity group. The result indicated that intuitiveness could effectively 

moderate the relationship between experience and service delivery quality (T = 2.066, 

p < 0.05) in the low-task-complexity group. In addition, intuitiveness significantly 

moderates the relationship between service content quality (T = 2.0674, p < 0.05), 

delivery quality (T = 1.834, p < 0.05) and satisfaction in the low-task-complexity group. 

Therefore, H4a, H4c, and H4d were supported in the task condition of low complexity. 

The results also show that intuitiveness significantly moderates the relationship 

between experience and service content quality (T = 2.4136, p < 0.05) in the high-task-

complexity group, thus supporting H4b. 

Table 5.3-1Group by Complexity 

Hypothesis (Dependent Variable) 
Path Coefficients 

Low Complexity High Complexity 

Service Experience → Service 

Content Quality (H6a) 

0.7285 

(12.03644***) 

0.6237 

(14.2576***) 

Service Experience → Service 

Delivery Quality (H6b) 

0.6799 

(9.9513***) 

0.5403 

(10.8838***) 

Service Content Quality → 0.1696 0.1947 
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Satisfaction (H1) (1.8134*) (1.8491*) 

Service Delivery Quality → 

Satisfaction (H2) 

0.6535 

(6.2615***) 

0.5013 

(3.653***) 

Satisfaction → Continuance 

Intention (H5) 

0.6947 

(11.3079***) 

0.5543 

(8.642***) 

Hypothesis (Moderator) 
Path Coefficients 

Low Complexity High Complexity 

Experience * Intuitiveness → 

Service Content Quality (H4b) 

-0.1074 

(0.9883) 

-0.2038 

(2.4136*) 

Experience * Intuitiveness → 

Service Delivery Quality (H4d) 

-0.1478 

(2.066*) 

-0.0504 

(0.4786) 

Service Content Quality * 

Intuitiveness → Satisfaction (H4a) 

-0.3022 

(2.0674*) 

0.055 

(0.3256) 

Service Delivery Quality * 

Intuitiveness → Satisfaction (H4c) 

0.2234 

(1.834*) 

-0.1034 

(0.7092) 

Next, we analyze the research model in groups with different levels of 

intuitiveness; the result is shown as table 5.3-2. In the low-intuitiveness group, task 

complexity could moderate the relationship between experience and service content 

quality (T = 1.9173, p < 0.05); H3b was supported. In the high-intuitiveness group, 

complexity was an effective moderator that could moderate the relationship between 

experience and service content quality, the connection of experience and service 

delivery quality, the correlation of service content quality and satisfaction, and the 

relevance in service delivery quality and satisfaction (T = 1.8934, p < 0.05; T = 2.7175, 

p < 0.01; T = 2.1462, p < 0.05; T = 1.8012, p < 0.05). Hence, H3a, H3b, H3c, and H3d 

were all supported in high intuitiveness circumstances. 
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Table 5.3-2 Group by Intuitiveness 

Hypothesis (Dependent Variable) 
Path Coefficients 

Low Intuitiveness High Intuitiveness 

Service Experience → Service 

Content Quality (H6a) 

0.6096 

(12.9352***) 

0.7606 

(12.6143***) 

Service Experience → Service 

Delivery Quality (H6b) 

0.5399 

(10.2319***) 

0.6374 

(7.7411***) 

Service Content Quality → 

Satisfaction (H1) 

0.1944 

(1.8134*) 

0.1641 

(1.861*) 

Service Delivery Quality → 

Satisfaction (H2) 

0.5187 

(4.7252***) 

0.6498 

(7.3013***) 

Satisfaction → Continuance 

Intention (H5) 

0.5542 

(9.3923***) 

0.6947 

(12.1714***) 

Hypothesis (Moderator) 
Path Coefficients 

Low Intuitiveness High Intuitiveness 

Experience * Complexity → Service 

Content Quality (H3b) 

0.1584 

(1.9173*) 

0.1131 

(1.8934*) 

Experience * Complexity → Service 

Delivery Quality (H3d) 

0.0683 

(0.9221) 

0.1769 

(2.7175**) 

Service Content Quality * 

Complexity → Satisfaction (H3a) 

-0.0717 

(0.4847) 

0.335 

(2.1462*) 

Service Delivery Quality * 

Complexity → Satisfaction (H3c) 

0.1388 

(1.1767) 

-0.2586 

(1.8012*) 
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5.4 Summary 

 In our research, we analyzed our research framework measurements with PLS. 

The results showed that the measurement model is valid and reliable. After testing the 

measurements, we verified the hypotheses of our research framework by the 

bootstrapping method. The result showed that not all hypotheses were supported. We 

then conducted a group analysis to further investigate our findings. The results are 

summarized below.  

1. Service experience had a positive influence on service content quality. 

2. Service experience had a positive effect on service delivery quality. 

3. Service content quality had a positive effect on satisfaction. 

4. Service delivery quality had a more significant effect than did service content 

quality. 

5. Service delivery quality positively affected satisfaction. 

6. Satisfaction positively influenced continuance intention. 

7. Intuitiveness positively moderated the relationship between service content quality 

and satisfaction. 

8. Task complexity positively moderated the relationship between service experience 

and service content quality in high intuitiveness conditions. 

9. Task complexity positively moderated the connection between service experience 

and service delivery quality in high intuitiveness conditions. 

10. Task complexity had a positive effect on the relationship between service content 

quality and satisfaction in high intuitiveness conditions. 

11. Task complexity had a negative effect on the relationship between service delivery 

quality and satisfaction in high intuitiveness conditions. 

12. Intuitiveness negatively moderated the relation between service experience and 
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service content quality in high complexity conditions. 

13. Intuitiveness had a negative influence on the connection between service experience 

and service delivery quality in low complexity conditions. 

Intuitiveness positively moderated the relationship between service delivery quality and 

satisfaction in low complexity conditions. 
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Chapter 6. Discussion 

 In our research, we found that there were some results that were different from our 

expectation. First, the hypotheses that are related to moderators were not supported in 

the result of using the bootstrap method in the original research framework. We tried to 

reanalyze the research framework by grouping the data, and the result showed that task 

complexity and intuitiveness had effective moderation effects in different groups. 

Second, the result showed that task complexity has a positive effect and that 

intuitiveness has a negative effect when they moderate the relationship between 

independent variables and dependent variables, which is completely different from our 

anticipation that task complexity would negatively and intuitiveness would positively 

moderate the relationship between dependent variables and independent variables. We 

will discuss the results below. 

6.1 Task Complexity as the Moderator 

 According to our research framework, we hypothesized that task complexity 

would negatively moderate the relationship between independent variables and 

dependent variables (H3a, H3b, H3c, and H3d), but not all of them were supported. 

After we grouped the model by degree of intuitiveness, the results showed that task 

complexity positively moderates the relationship between service content quality and 

service experience in both high and low degree of intuitiveness (H3b), and the 

moderation effect was more significant in high degree of intuitiveness. Furthermore, 

we found that complexity could effectively moderate the relationships between 

independent variables and dependent variables in the high-intuitiveness task group but 

did not do so in the low-intuitiveness condition possibly because when users operated 

low-intuitiveness tasks, they could not complete the task smoothly and felt confused in 
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each task procedure, which made them unable to master the complexity of the task 

procedures. In contrast, when users can intuitively accomplish the task, they have extra 

energy to understand the degree of task complexity. Thus, the results of the findings 

showed that task complexity could significantly moderate the relationship between 

independent variables and dependent variables only when the task is highly intuitive. 

In addition, we expected that task complexity would have a negative effect, but the 

result showed that task complexity had a positive influence on the high intuitiveness 

group circumstance perhaps because the iLeo app is a bank mobile application and 

because users are concerned with the safety of services when they operate the iLeo app, 

especially when doing monetary transfer tasks. Because users do not understand the 

method of backend techniques, they cannot feel at ease with the monetary transfer 

services and think that the task procedures of monetary transfer tasks are guarantees of 

their money; the more complex the tasks are, the more reliable they will feel. Therefore, 

the analysis result is different from our hypothesis that task complexity would 

positively moderate the relationship between independent variables and dependent 

variables. 

6.2 Intuitiveness as the Moderator 

 Table 5.2.2 shows that intuitiveness could not effectively play the moderator role 

in the research framework. Then, we grouped the research framework by task 

complexity and reanalyzed it. The result showed that intuitiveness could effectively 

moderate the connection between service experience and service delivery quality, the 

relationship between service content quality and satisfaction, and the correlation 

between service delivery quality and satisfaction in the low task complexity group. 

However, the relationship between service experience and service content quality was 

effectively moderated in high task complexity circumstances. 
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6.2.1 In Low Task Complexity Condition 

Because H4a was supported in the ungrouped analysis result, we do not discuss it 

in this part. 

Intuitiveness was found to positively moderate the relationship between service 

delivery quality and service satisfaction at low levels of task complexity. There seem to 

be three-way interaction effects among service quality, task complexity, and 

intuitiveness, which deserve further study in the future. 

The results show that intuitiveness negatively moderates the relationship between 

service experience and service delivery quality in low task complexity. We considered 

that this condition occurs because low complexity tasks could not provide users 

abundant experiences of the iLeo app and could not convince users to agree with the 

application design and user interface. 

6.2.2 In High Task Complexity Condition 

 The results of our findings also showed that intuitiveness negatively moderates the 

relationship between service experience and service content quality in the condition of 

high task complexity. Different from service delivery quality, which concerns the 

efficacy of the system, service content quality more focuses on how the app assists users 

to meet their requirements. The complex task environment assists users to recognize 

the usefulness of the app service. The findings also show that intuitiveness is not 

preferred in the high complexity condition. The results might be attributable to the 

banking context, which deserves further study in the future. 
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Chapter 7. Conclusion 

We investigated the impact of task-service-fit in a bank mobile service in this 

research. We propose that service quality in terms of service-content quality and 

service-delivery quality, when fitted with task conditions, can create better satisfaction 

with the app, which in turn increases users’ continuance intention with the app. 

The result of measurement model analysis indicates that the measurement is valid 

and reliable. We then tested the structural model by the bootstrapping method. We found 

that service experience with the mobile bank app has a positive effect on service content 

quality and service delivery quality. In addition, service content quality and service 

delivery quality both positively affect the user’s satisfaction with the banking 

application, and satisfaction also has a positive impact on the user’s continuance 

intention. However, task conditions did not significantly moderate the associations 

between service quality and satisfaction or between service experience and service 

quality. Therefore, we reanalyzed the model by the grouping method. Based on task 

distribution, we grouped the data by task categories of intuitiveness and task complexity. 

In the analysis result of the high intuitiveness group, task complexity can positively 

moderate the connection of service experience and service content quality, positively 

moderate the relationship between service experience and service delivery quality, 

positively moderate the association of service content quality and satisfaction, and 

negatively moderate the association of service delivery quality and satisfaction. In the 

low task complexity group, intuitiveness can negatively moderate the link between 

service experience and service delivery quality, negatively moderate the connection of 

service content quality and satisfaction, and positively moderate the relationship 

between service delivery quality and satisfaction. In the high task complexity group, 

intuitiveness can negatively moderate the relation of service experience and service 
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content quality. 

This study provides some contributions from a theoretical perspective. First, we 

design effective measurements that can evaluate service experience, service content 

quality, service delivery quality, satisfaction and continuance intention for a bank 

mobile service. Second, we divide mobile service quality into service content quality, 

which can measure how the service could assist users to meet their requirements, and 

service delivery quality, which focuses on how the service becomes more accessible 

through the mobile device. Third, we adopt service-dominant logic to evaluate the 

continuance intention for the mobile banking service but not the perspective of goods-

dominant logic, which traditional IS studies prefer to use; thus, we adopt the concept 

of task-service-fit rather than the traditional task-technology fit. Therefore, this study 

provides a perspective to other researchers who want to utilize the model to investigate 

user’s continuance intention for a bank mobile service. 

We found some limitations in this research. First, our experiment was held in 

universities, and most of the testers’ ages are between 18 and 25, which cannot be 

representative of all target users. Second, we use only the iLeo app as the experimental 

intermediary in our research, but there are already many bank mobile services on the 

market, and using only the one app might give us a relatively narrow view. In the future, 

we can cooperate with more banks to address the issues of external validity. 
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Appendix A: Complete Questionnaire (English 

Version) 

First Bank’s Mobile Bank Application – iLEO Questionnaire 

Thank you for participating in our experiment! This questionnaire is divided into five 

parts. Please answer the following questions based on your earlier experience with 

First Bank’s mobile bank application – iLEO.  

In the experiment, I experience to transfer through:  

  known account    predesignated account    cellphone number    Facebook account 

Part 1. 

We want to know your thoughts on the quality of the services provided by iLEO. 

Please answer the following questions and choose the option that best reflects your 

level of agreement. 

There are seven levels of agreement: 1: strongly disagree, 2: disagree, 3: somewhat 

disagree, 4: no opinion, 5: somewhat agree, 6: agree, 7: strongly agree. 

Factor Question Score 

MO1 I can use iLEO anytime. 1  2  3  4  5  6  7 

MO2 I can use iLEO anywhere. 1  2  3  4  5  6  7 

MO3 I can use iLEO anytime while traveling. 1  2  3  4  5  6  7 

REA1 
I would be always reachable by the bank 

through iLEO. 
1  2  3  4  5  6  7 

REA2 
Regardless of the location, I was able to get 

information from iLEO very rapidly. 
1  2  3  4  5  6  7 

REA3 
When I clicked on iLEO, I felt I was getting 

the instantaneous information I expected. 
1  2  3  4  5  6  7 
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CO1 
iLEO is convenient because the phone is 

always with me. 
1  2  3  4  5  6  7 

CO2 
iLEO is convenient because I can use it 

anytime. 
1  2  3  4  5  6  7 

CO3 
iLEO is convenient because I can use it in any 

situation. 
1  2  3  4  5  6  7 

CO4 
iLEO is convenient because the service is not 

complex. 
1  2  3  4  5  6  7 

RE1 I believe that iLEO is reliable. 1  2  3  4  5  6  7 

RE2 iLEO serves me what I ask for. 1  2  3  4  5  6  7 

RE3 iLEO performs the service right. 1  2  3  4  5  6  7 

RE4 iLEO delivers the service on time. 1  2  3  4  5  6  7 

RES1 iLEO is responsive to my needs. 1  2  3  4  5  6  7 

RES2 iLEO gives me prompt service. 1  2  3  4  5  6  7 

RES3 
iLEO promptly addresses any concerns that I 

have. 
1  2  3  4  5  6  7 

AS1 I feel confident about iLEO. 1  2  3  4  5  6  7 

AS2 I feel safe in my transactions with iLEO. 1  2  3  4  5  6  7 

AS3 iLEO provides professional services. 1  2  3  4  5  6  7 

AS4 iLEO has the knowledge to do its job. 1  2  3  4  5  6  7 

EM1 
iLEO recognizes my usage habits and 

provides me more personal services. 
1  2  3  4  5  6  7 

EM2 
I feel that iLEO provides me special attentive 

services. 
1  2  3  4  5  6  7 

EM3 iLEO addresses my specific needs. 1  2  3  4  5  6  7 
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EM4 iLEO gives me personal attention. 1  2  3  4  5  6  7 

Part 2. 

We want to know your thoughts on iLEO. Please answer the following questions 

and choose the option that best reflects your level of agreement. 

There are seven levels of agreement: 1: strongly disagree, 2: disagree, 3: 

somewhat disagree, 4: no opinion, 5: somewhat agree, 6: agree, 7: strongly agree. 

Factor Question Score 

AD1 Overall, I think iLEO is designed well. 1  2  3  4  5  6  7 

AD2 The way to operate iLEO is easy to use. 1  2  3  4  5  6  7 

AD3 The way to operate iLEO is effective. 1  2  3  4  5  6  7 

AD4 
I can easily find information I want through 

iLEO. 
1  2  3  4  5  6  7 

AD5 Overall, the texture of iLEO is good. 1  2  3  4  5  6  7 

UI1 
Overall, the user interface of iLEO is visually 

appealing. 
1  2  3  4  5  6  7 

UI2 
The graphics (such as logo) displayed in iLEO 

are impressive. 
1  2  3  4  5  6  7 

UI3 
The user interface of iLEO allows me to input 

data easily. 
1  2  3  4  5  6  7 

UI4 
I think the structure of the functions is easily 

found and used. 
1  2  3  4  5  6  7 

UI5 

I think the buttons, graphics, contents, and 

other elements in iLEO are arranged properly 

regardless of their positions or size. 

1  2  3  4  5  6  7 

IQ1 iLEO provides me with accurate information. 1  2  3  4  5  6  7 
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IQ2 iLEO provides me with sufficient information. 1  2  3  4  5  6  7 

IQ3 
iLEO provides me with up-to-date 

information. 
1  2  3  4  5  6  7 

IQ4 
I can easily realize the information provided 

by iLEO. 
1  2  3  4  5  6  7 

IQ5 
I think the presentations of information 

including words and graphics are clear. 
1  2  3  4  5  6  7 

SQ1 
iLEO performs the service right based on my 

actions or instructions. 
1  2  3  4  5  6  7 

SQ2 iLEO functions well all the time.  1  2  3  4  5  6  7 

SQ3 
iLEO has short response time for my online 

enquiry or transaction. 
1  2  3  4  5  6  7 

SQ4 
iLEO has short time lag between data input 

and output for batch processing. 
1  2  3  4  5  6  7 

Part 3. 

We want to know your satisfaction with iLEO. Please answer the following 

questions and choose the option that best reflects your level of agreement. 

There are seven levels of agreement: 1: strongly disagree, 2: disagree, 3: 

somewhat disagree, 4: no opinion, 5: somewhat agree, 6: agree, 7: strongly agree. 

Factor Question Score 

SA1 
I am satisfied with the quick sign in function 

in iLEO. 
1  2  3  4  5  6  7 

SA2 
I am satisfied with the device binding function 

in iLEO. 
1  2  3  4  5  6  7 

SA3 I am satisfied with the audit function in iLEO. 1  2  3  4  5  6  7 
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SA4 
I am satisfied with the financial information in 

iLEO. 
1  2  3  4  5  6  7 

SA5 
I am satisfied with the exchange rate inquiry 

function in iLEO. 
1  2  3  4  5  6  7 

SA6 Overall, I am satisfied with iLEO. 1  2  3  4  5  6  7 

SA7 
Overall, I am satisfied with the service 

experience when operating iLEO. 
1  2  3  4  5  6  7 

SA8 
Overall, I am satisfied with the app system of 

iLEO. 
1  2  3  4  5  6  7 

Part 4. 

We want to know your continuous intention of iLEO. Please answer the 

following questions and choose the option that best reflects your level of 

agreement. 

There are seven levels of agreement: 1: strongly disagree, 2: disagree, 3: somewhat 

disagree, 4: no opinion, 5: somewhat agree, 6: agree, 7: strongly agree. 

Factor Question Score 

CI1 I intend to continue using iLEO. 1  2  3  4  5  6  7 

CI2 
I want to continue using iLEO rather than 

discontinue. 
1  2  3  4  5  6  7 

CI3 
The next time I need to use services provided 

by First Bank, I will choose iLEO. 
1  2  3  4  5  6  7 

CI4 
Chances are high that I will continue using 

iLEO. 
1  2  3  4  5  6  7 

CI5 
I do not intend to continue using iLEO in the 

future. 
1  2  3  4  5  6  7 
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Part 5.  

We want to know your service experience of transfer function with iLEO. Please 

answer the following questions and choose the option that best reflects your level of 

agreement (from 1 to 7). 

IR1 

How close to traditional approach (ATM or 

bank counter) was your experience with iLEO 

monetary transfer service? 

1  2  3  4  5  6  7 

US1 
The experience of iLEO service was how 

useful to you? (1 useless ← → 7 useful) 
1  2  3  4  5  6  7 

US2 

How much additional value did the iLEO 

service add for you?  (1 without adding extra 

points ← → 7 add many extra points) 

1  2  3  4  5  6  7 

AF1 
iLEO service makes me feel: 1 unhappy ← 

→ 7 happy 
1  2  3  4  5  6  7 

AF2 
iLEO service makes me feel: 1 melancholic 

← → 7 contented 
1  2  3  4  5  6  7 

AF3 
iLEO service makes me feel: 1 bored ← → 

7 fun 
1  2  3  4  5  6  7 

Part 6.  

We want to know your task condition of transfer function with iLEO. Please answer 

the following questions and choose the option that best reflects your level of 

agreement (from 1 to 7). 

When I operate the transfer function of iLEO… Score 

(a) I need to pay attention to each task procedure (1) 1  2  3  4  5  6  7 
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      I can operate the task procedures intuitively 

(7) 

(b) I need to complete the task procedures carefully 

(1)       I can complete the task procedures 

smoothly without knowing it (7) 

1  2  3  4  5  6  7 

(c) I need to judge carefully to complete the task 

procedures (1)       I can complete the steps by 

feeling (7)  

1  2  3  4  5  6  7 

(d) I know the meaning of each task procedure (1) 

      I can complete the task procedures without 

thinking (7) 

1  2  3  4  5  6  7 

(e) I need to work hard to complete the task 

procedures (1)      I can easily complete the 

task procedures (7) 

1  2  3  4  5  6  7 

(f)  I often don’t know what to do next (1)      It is 

easy to understand task procedures (7) 
1  2  3  4  5  6  7 

(g) I need to pay attention to the task procedures, lest I 

make mistakes (1)      The task procedures are 

smooth (7) 

1  2  3  4  5  6  7 

(h) The task procedures are a bit difficult (1)       

The task procedures are intuitive (7)  
1  2  3  4  5  6  7 

(i) It is simple (1)       It is complex (7) 1  2  3  4  5  6  7 

Personal Information 
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Age 

□ under 18 years old □ 18-25 years 

old  □  25-40 years old □  over 40 

years old 

Gender □ Male   □ Female 

Occupation 
□ Student (School & department:___) 

□ non-student 
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Appendix B: Complete Questionnaire (Chinese 

Version) 

第一銀行行動銀行 APP-iLeo 使用問卷 

再次感謝您參與我們的實驗，問卷共分成五個部分， 

請根據稍早體驗第一銀行行動銀行 APP-iLeo 的經驗，回答下列問題。 

本研究中，我體驗了：   一般轉帳    滑滑轉帳    自由轉帳    臉書轉帳 

第一部份 

我們想瞭解您對 iLeo 提供的服務品質的想法，請根據下列問題，圈選最能反映您同意

程度的選項。同意的程度分為七個等級： 

1: 非常不同意 2: 不同意 3: 有點不同意 4: 沒意見 5: 有點同意 6: 同意 7: 非常同

意 

我不管何時都可以使用 iLeo 服務 1  2  3  4  5  6  7  

我不管何地都可以使用 iLeo 服務 1  2  3  4  5  6  7  

即使在行進時，我也可使用 iLeo 服務 1  2  3  4  5  6  7  

銀行能透過 iLeo 與我保持聯繫 1  2  3  4  5  6  7  

不管在何處，我可以在 iLoe 迅速地得到我想

要的訊息 
1  2  3  4  5  6  7  

當我開啟 iLeo 時，我能夠得到預期中的通知

訊息 
1  2  3  4  5  6  7  

iLeo 服務很方便，因為我可以在行動載具上 1  2  3  4  5  6  7  
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使用它 

iLeo 服務很方便，因為我可以在任何時間使

用它 
1  2  3  4  5  6  7  

iLeo 服務很方便，因為我可以在任何場合下

使用它 
1  2  3  4  5  6  7  

iLeo 服務很方便，因為它並不複雜 1  2  3  4  5  6  7  

我認為 iLeo 的服務是可靠的。 1  2  3  4  5  6  7  

iLeo 能夠提供我所要求的服務。 1  2  3  4  5  6  7  

iLeo 能夠正確地提供服務。 1  2  3  4  5  6  7  

iLeo 即時地完成服務。 1  2  3  4  5  6  7  

iLeo 對我的需求能夠快速回應 1  2  3  4  5  6  7  

iLeo 能提供我立即的服務 1  2  3  4  5  6  7  

iLeo 能快速地解決我在使用其服務時所遭遇

的任何問題 
1  2  3  4  5  6  7  

我對 iLeo 提供的服務有信心。 1  2  3  4  5  6  7 

我對在 iLeo 上進行的交易感到很放心。 1  2  3  4  5  6  7 

iLeo 提供專業的服務 1  2  3  4  5  6  7 

iLeo 所提供的功能足以完成我所需要的服

務。 
1  2  3  4  5  6  7 
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iLeo 能夠辨認我的使用習慣，而提供我更合

用的服務。 
1  2  3  4  5  6  7 

我感到 iLeo 對我提供特別用心的服務。 1  2  3  4  5  6  7 

iLeo 能夠滿足我的特定需求。 1  2  3  4  5  6  7 

iLeo 能夠提供我個人化的服務。 1  2  3  4  5  6  7 

第二部份 

我們想瞭解您對 iLeo 這個 APP 的想法，請根據下列問題，圈選最能反映您同意程度的

選項。同意的程度分為七個等級： 

1: 非常不同意 2: 不同意 3: 有點不同意 4: 沒意見 5: 有點同意 6: 同意 7: 非常同

意 

我覺得 iLeo 這個應用程式，整體來說設計的

很好 
1  2  3  4  5  6  7 

iLeo 設計的操作方式很容易使用 1  2  3  4  5  6  7 

iLeo 設計的操作方式使用起來很有效率 1  2  3  4  5  6  7 

iLeo 讓我可以輕易地找到我想要的資訊 1  2  3  4  5  6  7 

整體來說，iLeo 的設計相當有質感 1  2  3  4  5  6  7 

整體來說，iLeo 的使用界面在視覺上相當吸

引人 
1  2  3  4  5  6  7 

iLeo 裡所呈現的圖形（如 Logo）讓人印象深

刻。 
1  2  3  4  5  6  7 
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iLeo 的頁面安排讓我易於輸入資料。 1  2  3  4  5  6  7 

我覺得 iLeo 界面上的功能指令安排方式相當

容易查找與使用。 
1  2  3  4  5  6  7 

iLeo 中的按鈕、圖樣、內容等元素，我認為

不管在位置或大小都安排妥當 
1  2  3  4  5  6  7 

iLeo 能提供我正確的資訊 1  2  3  4  5  6  7 

iLeo 能提供我完整的資訊 1  2  3  4  5  6  7 

iLeo 能提供我即時更新的資訊。 1  2  3  4  5  6  7 

iLeo 所提供的資訊容易讓我理解 1  2  3  4  5  6  7 

我認為 iLeo 資訊呈現方式（包含文字和圖

表）相當清楚。 
1  2  3  4  5  6  7 

iLeo 應用程式能根據我的操作或指令正確運

作。 
1  2  3  4  5  6  7 

iLeo 應用程式的功能在任何時間都可順暢無

礙地運作。 
1  2  3  4  5  6  7 

iLeo 應用程式能即時地回應我的線上查詢或

交易。 
1  2  3  4  5  6  7 

在 iLeo 應用程式裡，輸入和輸出資料之間所

需的延遲時間很短暫 
1  2  3  4  5  6  7 
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第三部份 

我們想瞭解您對 iLeo 的滿意度，請根據下列問題，圈選最能反映您同意程度的選項。

同意的程度分為七個等級： 

1: 非常不同意 2: 不同意 3: 有點不同意 4: 沒意見 5: 有點同意 6: 同意 7: 非常同

意 

我對於 iLeo 的快速登入功能 (手勢/密碼/指

紋/人臉）感到滿意 
1  2  3  4  5  6  7 

我對於 iLeo 的裝置綁定功能感到滿意 1  2  3  4  5  6  7 

我對於 iLeo 的查帳功能感到滿意 1  2  3  4  5  6  7 

我對於 iLeo 提供的『小粉絲日常』功能感到

滿意 
1  2  3  4  5  6  7 

我對於 iLeo 匯率查詢功能感到滿意 1  2  3  4  5  6  7 

整體而言，我對於 iLeo 感到滿意 1  2  3  4  5  6  7 

整體而言，我對於使用 iLeo 的服務體驗很滿

意 
1  2  3  4  5  6  7 

整體而言，我對於 iLeo 這個 app 感到滿意 1  2  3  4  5  6  7 

第四部份 

我們想瞭解您對 iLeo 的持續使用意願，請根據下列問題，圈選最能反映您同意程度的

選項。同意的程度分為七個等級： 

1: 非常不同意 2: 不同意 3: 有點不同意 4: 沒意見 5: 有點同意 6: 同意 7: 非常同
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意 

我傾向於繼續使用 iLeo 這個應用程式 1  2  3  4  5  6  7 

我想要持續使用 iLeo 而非棄之不用 1  2  3  4  5  6  7 

在我下次需要使用第一銀行數位服務時，我

會選擇 iLeo 
1  2  3  4  5  6  7 

我將來繼續使用 iLeo 的可能性很高 1  2  3  4  5  6  7 

我不打算在未來繼續使用 iLeo 1  2  3  4  5  6  7 

第五部份 

我們想瞭解您對 iLeo 轉帳服務的服務體驗，請根據下列的描述，圈選最合適的尺度

（從 1 到 7）。 

您覺得 iLEO 服務與傳統方式相較優劣如

何？ (1 劣←→7 優) 
1  2  3  4  5  6  7 

您覺得 iLEO 服務有用嗎？(1 沒用←→7 很

有用) 
1  2  3  4  5  6  7 

您覺得 iLEO 提供的服務為第一銀行加分

多少？(1 沒有加分←→7 加分很多) 
1  2  3  4  5  6  7 

iLEO 的服務體驗過程讓我感到 

(1 不開心←→7 開心) 
1  2  3  4  5  6  7 

iLEO 的服務體驗過程讓我感到 

(1 挫折←→7 滿足) 
1  2  3  4  5  6  7 
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iLEO 的服務體驗過程讓我感到 

(1 無聊←→7 有趣) 
1  2  3  4  5  6  7 

第六部份 

我們想瞭解您對 iLeo 轉帳服務之任務狀況的想法，請根據下列的描述，圈選最合適的

尺度（從 1 到 7）。 

操作 iLEO 的轉帳功能時… 

需要刻意注意每項步驟(1)      我可以直覺

地進行操作步驟(7) 

1  2  3  4  5  6  7 

我需要嚴謹地完成各步驟 (1)      我無意

識下就順暢地完成操作步驟(7) 
1  2  3  4  5  6  7 

我需要認真判斷以完成操作步驟(1)       

我靠感覺就可完成操作步驟(7)  
1  2  3  4  5  6  7 

我知道每項操作步驟的意義(1)      我不用

想就可完成操作步驟(7) 
1  2  3  4  5  6  7 

我需要花點心力才能完成操作步驟(1)       

我可以輕易完成操作步驟(7) 
1  2  3  4  5  6  7 

我常不清楚自己下一步驟要做什麼 (1)      

操作步驟輕鬆易懂(7)  
1  2  3  4  5  6  7 

我要很注意操作步驟，免得弄錯(1)      操

作步驟很流暢(7) 
1  2  3  4  5  6  7 

操作步驟有點難(1)       操作步驟很自然 1  2  3  4  5  6  7 
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直覺(7)  

很簡單(1)      很複雜(7) 1  2  3  4  5  6  7 

個人資料與相關經驗 

年齡 

   18 歲以下    18-25 歲     25-40

歲  

   40 歲以上 

性別           男            女         

現在職業 
   學生(學校系級：_______________)  

   社會人士 
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