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Abstract 

Purpose: This study investigates the direct effect of service innovation and corporate image on distribution of behavioral intention and 

the mediating effect of customer satisfaction on these relationships. Research design, and methodology: The study was conducted 

through using a questionnaire as a research tool. The data were collected from 444 banking customers who used mobile banking services 

in Thailand. The data were analyzed through using the structural equation model (SEM). Results: The results demonstrated that service 

innovation and corporate image had a statistically significant effect on distribution of behavioral intention. Customer satisfaction did 

not mediate the relationship between service innovation and distribution of behavioral intention. On the other hand, it was found to 

mediate the link between corporate image and distribution of behavioral intention partially. Conclusions: These results emphasize the 

significance of strategic marketing practices in shaping customers' perceptions of organizational image, which can subsequently 

influence their satisfaction with the services. Furthermore, this study highlights the role of service innovation in creating perceived 

values for customers, leading to a positive attitude toward the services and a higher intention to use them. 
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1. Introduction1 
 
Distribution of behavioral intention holds significant 

importance in marketing as it signifies consumers' readiness 
and willingness to buy a specific product or a service 
(Carricano et al., 2020). The banking industry has been 
undergoing a paradigm shift driven by rapid technological 
advancements, giving rise to innovative banking services 
such as mobile banking apps, online payment systems, and 
AI-powered customer supports. Meanwhile, distribution of 
behavioral intention is considered vital as it sheds light on 
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customer behaviors and decision-making processes 
concerning the adoption of banking services (Biswas et al., 
2020). This banking service is the service innovation that 
has reshaped customer behaviors and expectations, 
requiring the banks to not only provide efficiently financial 
services but also create exceptional customer experiences 
(Indriasari et al., 2019). Understanding the impact of 
banking service innovation on distribution of behavioral 
intention of customer has become crucial for the banks to 
stay competitive in the digital era. Additionally, corporate 
image and customer satisfaction are pivotal factors 
influencing distribution of customers' intention to utilize 
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mobile banking services and ultimately impacting their 
purchasing behaviors.  

Corporate image is also important in mobile banking as 
it can influence customers’ perceptions of the bank and their 
trust in the service (Purwanto et al., 2020). A positive 
corporate image can increase customers' confidence in the 
security and reliability of the mobile banking service, which, 
in turn, influences their intention to use the service and make 
the purchases through it (Darmawan, 2018). A negative 
corporate image, on the other hand, can lead to 
distrustfulness and reluctance to use the service, negatively 
impacting the bank's customer base and revenues 
(Darmawan, 2018). Additionally, customer satisfaction is a 
critical factor influencing customers' intention to use mobile 
banking and make purchases through the service (Cholisati 
et al., 2019). Customers are satisfied with the mobile 
banking service will likely continue using it and 
recommending it to others. Positive word-of-mouth and 
repeat purchases can increase the banks' revenue and market 
share (Nurittamont, 2020). Conversely, if customers are 
dissatisfied with the service, they may switch to a 
competitor or discontinue using it altogether, negatively 
impacting the bank's revenue and market share (Purwanto et 
al., 2020). In conclusion, service innovation, corporate 
image, and customer satisfaction are critical factors 
influencing distribution of behavioral intention of customers 
to use mobile banking and make purchases through the 
services. Banks that invest in service innovation, maintain a 
positive corporate image, and prioritize customer 
satisfaction can increase their customer base and revenues 
in the mobile banking market. 

Therefore, this research aims to explore service 
innovation and corporate image as the factors influencing of 
distribution of behavioral intention. Moreover, this study 
examines the mediating effect of customer satisfaction in the 
relationship between service innovation and distribution of 
behavioral intention, as well as the relationship between 
corporate image and distribution of behavioral intention. 
The study aims to gain a deeper understanding of the factors 
affecting distribution of behavioral intention consumers in 
the context of mobile banking services, which may vary 
across different countries (Sharma & Sharma, 2019). The 
study focuses on the customers of commercial banks in 
Thailand. Studying the relationships among these factors 
can help researchers identify potential areas for 
improvement in a business's customer service and marketing 
strategies. By analyzing the factors influencing customers' 
distribution of behavioral intention, researchers can identify 
critical areas for improvement and develop targeted 
interventions to enhance customer satisfaction, loyalty, and 
purchase behaviors. 

 
 

2. Literature Review and Hypothesis 
 

2.1. Service Innovation 
 
Salunke et al. (2019) defined service innovation as 

combining resources and organizational capabilities to 
create a valuable customer service. (Chu et al.,2018). stated 
that service innovation was the development of new forms 
or improvements to services that responded to new customer 
needs. Zheng et al. (2018) identified service innovation as a 
new service experience or solution for a service.  

In summary, service innovation refers to creating new 
customer service ideas by organizations, resulting in new 
service experiences or solutions that help solve existing 
customer problems. The level of service innovation 
development within an organization depends on its ability to 
improve organizational structure, technology, personnel, 
and customer service experiences. This research defines 
service innovation as a component consisting of four 
dimensions: new delivery processes, interaction with 
customers, new technologies, and new service concepts 
(Gebauer et al., 2021). 

 
2.2. Corporate Image 

 
The corporate image in service market research is 

important because it is an overall assessment of the 
organization in the service market (Hussain et al., 2020). 
According to the study by Hussain et al. (2020), the 
corporate image accumulates customer experiences with the 
organization's products and services for a period of time. 
Riyadi (2021) stated that corporate image is a combination 
of physical and behavioral characteristics of an organization, 
such as its business name, architecture, diversity of products 
or services, and the quality perception communicated by the 
organization that resided in the consumers' minds. In the 
context of a banking study, the corporate image can impact 
customer satisfaction and behavioral intention if the 
financial services provided by the bank are of high quality 
and perception to be different from competitors (Hu et al., 
2019). Nowadays, the banking industry's business 
objectives emphasize competition to provide fast, cost-
effective, and easy-to-use financial services, leading to rapid 
growth in mobile banking transactions (Indriasari et al., 
2019).  In this study, the components of the corporate image 
have been investigated and identified into four elements as 
follows: organization, employees, products and services, 
and communication. 

 
2.3. Customer Satisfaction 

 
Customer satisfaction is one of the main strategic 

objectives set by all organizations (Zouari et al., 2021). 
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Extensive empirical research has consistently demonstrated 
a noteworthy positive relationship between customer 
satisfaction and various favorable outcomes, such as 
increasing intention to repurchase and the positive word of 
mouth (Kusuma et al., 2021). Consequently, organizations 
prioritizing customer satisfaction are more likely to cultivate 
a positive reputation, foster customer loyalty toward their 
brands (Ali, 2022), and ultimately enjoy higher profitability 
while reducing costs is associated with repeat service usage 
(Eklof et al., 2020). To increase customer satisfaction, 
organizations should focus on providing quality services 
that meet customer needs in all aspects of their marketing 
mix. The quality of service the organization provides can be 
seen as a determinant of customer satisfaction (Shikhara et 
al., 2020). This study defines customer satisfaction as the 
level of perception about the results of the organization's 
operations compared to the customer's expectations. In this 
study, the components of customer satisfaction have been 
investigated and identified into four elements as follows: 
utility, overall satisfaction, value perception, and safety 
(Kaur et al., 2021; Gomachab & Maseke, 2018).  

 
2.4. Distribution of Behavioral Intention 

 
Distribution of behavioral intention refers to the 

tendency of an individual to exhibit any behavior. 
Researchers use distribution of behavioral intention to 
measure levels of user acceptance of technology. Yusof, 
Munir et al. (2018) studied factors that influenced 
distribution of behavioral intention based on the theory of 
planned behaviors. According to such a theory, human 
actions result from their reasoning combined with other 
information to decide whether to act. Therefore, predicting 
human behaviors is influenced by three components that 
affect the behavior exhibited in each individual: behavioral 
intention, attitudes, and social norms. 

 
2.5. Satisfaction 

 
Satisfaction is the expression of the positive emotions 

and feelings of customers. The comparison of the 
expectations of customers who buy products/services and 
the results obtained from actual purchases has demonstrated 
that if the results are higher than the expectations, the 
customers will be satisfied (Kotler & Keller, 2012).  

In the banking industry, financial services that are 
impersonal, complex, and different levels of customer 
demands are offered. Herjanto and Amin (2020) stated that 
the foundation of building customer relationships was to 
make a repurchase. However, encouraging repurchasing 
poses challenges for banks. This study divides the 
components of distribution of behavioral intention into two 
parts: the intention to repurchase and the word of mouth. 

3. Research Hypotheses and Research Model  
 

3 1. . Research Hypotheses 
 

3.1.1. The Relationship between Service Innovation and 
Distribution of Behavioral Intention 

Customers evaluate the benefits and the cost of using the 
service innovation before making a decision (Zietsman et al., 
2018), by choosing easy-to-use, uncomplicated options that 
customers understand. Each customer's experience with 
technology of service innovation affects their decision to use 
it differently (Albayati et al., 2020). Distribution of 
behavioral intention of customers is evaluated based on the 
possibility that customers will accept the technology of 
service innovation and start using it in the future the 
adoption of banking services (Biswas et al., 2020). When the 
customer implements service innovation successfully, it 
means that customers in the future or present have the 
intention to start using technology. In other words, if the 
customer accepts the technology of service innovation, 
distribution of behavioral intention of customer to use 
technology is high. Therefore, this study posits the 
following hypothesis: 

 
H1: Service innovation has a positive impact on distribution 

of behavioral intention. 
 

3.1.2. The Relationship between Corporate Image and 
Distribution of Behavioral Intention 

The researchers attributed this finding to the increasing 
competition among banks, which led to similar financial 
services not generating enough profits. Therefore, the banks 
needed to adjust and develop their personal financial 
services, focusing on improving the quality of services to 
increase customer awareness and differentiate themselves 
from their competitors. This approach would increase 
customer satisfaction, which could lead to increasing market 
share and profits, allowing businesses to generate long-term 
profitability. Purwanto et al. (2020) suggested that attitude 
could predict behavioral intention and behaviors. Customers 
were proud to purchase or use products or services from 
companies with good images as it elevates their social status.  

Shareef et al. (2018) found a correlation between 
customers' perception of an organization's image and their 
use of mobile banking services. Behavioral intention 
included two components: 1) the intention to reuse the 
service and 2) the intention to recommend the service to 
others, which are both elements of customers' goodwill. The 
study by Özkan et al. (2019) suggested that the image and 
reputation of a bank could serve as an indicator of the bank's 
performance if customers had perceived the value of the 
service and had been satisfied with it. Similarly, the study 
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by Igbudu et al. (2018) suggested that the image of a bank 
had a positive impact on customer loyalty and sustainable 
business practices, creating a good organizational image and 
increasing customer loyalty. Therefore, this study posits the 
following hypothesis: 

 
H2: Corporate image has a positive impact on distribution 

of behavioral intention. 
 

3.1.3. The Mediating Role of Customer Satisfaction on 
the Relationship between Service Innovation and 
Distribution of Behavioral Intention 

Customer satisfaction is a personal feeling that arises 
after receiving a service and the experience which can create 
either a sense of satisfaction or dissatisfaction (Azhar et al., 
2018). Customers are satisfied when their experience 
exceeds expectations and dissatisfied when it falls short. 
Customer satisfaction from the experience of purchasing or 
receiving a service is a factor in creating intention to 
purchase and in recommending the product or the service to 
others. When customers perceive a good service delivery 
process, it results in satisfaction towards the service (Azhar 
et al., 2018). In the context of banking studies, research has 
found that customer satisfaction has an influence on 
behavioral intention, and there is a positive relationship 
between customer satisfaction and behavior (Rather, & 
Hollebeek, 2021). However, customers who are dissatisfied 
with the service will reduce their intention to recommend it 
to others (Rather, & Hollebeek, 2021) and may switch to 
using services provided by others. Therefore, this study 
posits the following hypothesis: 

 
H3: Customer satisfaction is a mediating variable in the 

positive relationship between service innovation and 
distribution of behavioral intention. 

 
3.1.4. The Mediating Role of Customer Satisfaction on 
the Relationship between Corporate Image and 
Distribution of Behavioral Intention 

An organization with a good corporate image is likely to 
have higher levels of customer satisfaction (Darmawan, 
2018). According to Martínez et al. (2011) businesses with 
a good corporate image could increase customer satisfaction 
and purchase intention. Islam et al. (2021) stated that 
physical factors such as tools, personnel, and 
communication created impressions and satisfaction for 
customers because they could perceive them. Customer 
satisfaction leads to positive attitudes, and customers are 
satisfied when they receive services from the bank (Khatoon 
et al., 2020). On the other hand, dissatisfied customers are 
likely to reduce their purchases (Liu et al., 2019). Satisfied 
customers tend to recommend and share products and 
services with others when they receive services from the 

bank (Khatoon et al., 2020). In summary, customer 
satisfaction creates a positive image, and satisfied customers 
are more likely to purchase more. Therefore, this study 
posits the following hypothesis: 

 
H4: Customer satisfaction mediates the positive relationship 

between corporate image and distribution of behavioral 
intention. 

 
3.2. Research Model 

 
This research sets the research model as shown in 

Figure 1. 
 

 

 
 

 

 

 
 
 

 
Figure 1: The research model of the impact of service 

innovation, corporate image, and customer satisfaction on 
distribution of behavioral intention 

 
 

4. Methodology 
 

4.1. Sample  
 
This study utilized the customers of 12 commercial 

banks in Thailand who utilized mobile banking services or 
applications for their financial transactions as samples. A 
confidence level of 95% and a maximum error rate of 0.05 
were employed to determine the appropriate sample size 
(Singh & Masuku, 2014). The samples were selected 
through using purposive sampling (Cochran, 1977), which 
involved deliberately selecting participants who closely 
resembled the target population to ensure that the obtained 
results were a reliable reference.   

 
4.2. Research Instruments   

 
After an intensive review of the literature, the concept 

and the questionnaire of the previous research were adopted 
to develop and customize the questions for this research. 
The questionnaire was designed as a checklist of answers 

H3 

H4 

H1 
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of Behavioral 
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Innovation 

Customer 
Satisfaction 
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Image H2 
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and rating scales (7-point Likert scale). The questionnaire 
comprised five sections: demographic information, service 
innovation, corporate image, customer satisfaction, and 
distribution of behavioral intention. The researcher sought 
the input from five experts to ensure the validity of the 
questionnaire's content. Their expertise helped in assessing 
the appropriateness of the wording and making necessary 
adjustments to enhance accuracy and relevance. The 
questionnaire was the tryout by administering it to a group 
of 30 individuals who closely resembled the target sample. 
This tryout aimed to determine the questionnaire's reliability 
value (α = 0.928), measured through using Cronbach's alpha 
coefficient. 

 
4.3. Data Collection 

 
Samples were chosen by trained employees who traveled 

to different branches of each of the 12 banks in Thailand. In 
order to cover the behaviors of commercial bank customers 
in Thailand, the regions to conduct surveys were divided 
into 5 areas: Bangkok, central Thailand, northern Thailand, 
northeastern Thailand, and southern Thailand. Five 
shopping malls were chosen as the survey collection points 
because they have commercial banks inside, and a large 
number of people used banking services in shopping malls, 
making it convenient to access the sample group. This was 
also suitable for the research's time and cost. Finally, 444 
data were collected for data analysis. 

 
Table 1: The Goodness of Fit Statistics for the Measurement 
Model (Hair et al., 2018). 

Fit Indices Acceptable Rate 
ꭓ2 p > 0.05 
ꭓ2/df < 3 

Average variance extracted  (AVE) p > 0.5 

Goodness of fit index (GFI) > 0.90 

Comparative fit index (CFI) > 0.90 

Normed fit index (NFI) > 0.90 

Tucker-Lewis index (TLI) > 0.90 

Composite reliability (C.R.) > 0.7 

 
 

5. Results  
 
In this research, the data were collected from 444 sets of 

questionnaires. The demographic information of the 
respondents was divided into six categories: gender, age, 
career, income range, experience with m-banking, and m-
banking application. 

 
 

 

Table 2:  Mean (x̄) and standard deviation (S.D) of four 
variables: service innovation, corporate image, customer 
satisfaction, and distribution of behavioral intention 

Variable x̄ S.D. Skewness Kurtosis 
Service innovation 5.74 0.91 -0.75 0.85 
New delivery process 5.55 0.89 -0.58 0.08 
Interaction with customers 5.30 1.13 -0.30 -0.43 
New technology 6.18 0.93 -1.21 0.96 
New service concept 5.95 0.97 -1.08 0.92 
Corporate image 5.79 0.83 -0.79 0.40 
Organization 5.87 0.94 -0.77 0.01 
Employee 5.59 1.11 -0.79 0.92 
Products and services  5.99 1.04 -1.19 1.72 
Communication 5.72 1.03 -0.81 0.49 
Customer satisfaction 5.52 0.78 -0.94 1.98 
Utility 6.22 1.03 -1.62 2.73 
Overall satisfaction 5.93 0.96 -1.26 2.58 
Value perception 5.51 0.99 -0.55 0.20 
Safety 5.33 1.26 -0.66 0.3 
Distribution of behavioral 
intention 5.80 1.04 -0.75 -0.01 
Intention to repurchase  5.71 1.24 -1.06 1.12 
Word of mouth 5.90 1.00 -0.72 -0.24 

 
Based on the study results shown in Table 1, it indicated 

that the overall level of service innovation was at a high 
level (  = 5.74).  The new technology was found to have the 
highest mean value (  = 6.18), followed by the new service 
concept ( = 5.95), the new delivery process ( = 5.55), and 
interaction with customers ( = 5.30). The overall corporate 
image was at a high level (  = 5.79). Products and services 
had the highest mean value (   = 5.99), followed by 
organization (  = 5.87), communication (  = 5.72), and 
employees ( = 5.59). The overall customer satisfaction was 
at a high level (  = 5.52). The utility demonstrated the 
highest mean value (   = 6.22), followed by overall 
satisfaction (  = 5.9), value perception ( = 5.51), and safety 
( = 5.33). The overall distribution of behavioral intention 
was also at a high level (   = 5.80). Word of mouth was 
observed to have the highest mean value (  = 5.90), 
followed by intention to repurchase (  = 5.71). 

 
Table 3: Scale Reliability Statistics.  

 SI OI CS DBI 
SI 1 0.756** 0.649** 0.651** 
OI  1 0.733** 0.724** 
CS   1 0.647** 
DBI    1 

 
The results of Table 3 demonstrated that Cronbach’s 

Alpha was stable and adequate for research (α of service 
innovation = 0.892, α of corporate image = 0.984, α of 
customer satisfaction = 0.893, and α of distribution of 
behavioral intention = 0.893). The four variables were 
reliable. 
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Table 4: The Correlation and Reliability Matrix 
 SI OI CS DBI 

SI 1 0.756** 0.649** 0.651** 
OI  1 0.733** 0.724** 
CS   1 0.647** 
DBI    1 

  **p <.001, N = 444 

 
Table 4 depicted the correlation and reliability matrix. 

All correlations were found to have a statistically significant 
positive correlation at the 0.001 level. The correlation levels 

were between 0.649 and 0.756, indicating that service 
innovation, corporate image, customer satisfaction, and 
distribution of behavioral intention were positively 
correlated. This suggested that there was a mutual 
relationship between these factors. 

 
5.1. Measurable Model 

 
Confirmatory factor analysis (CFA) shown in figure 2 

was to evaluate the extent to which a set of observed 
variables measured the same construct.  

 

 

Figure 2: The First Order Confirmatory Factor Analysis (CFA) 
 

The results indicated that the model with the lowest 
value had a χ2 value of 14.574, a degree of freedom of 26, 

and a p-value of 0.965, implying statistical significance. 
This finding suggested that the hypothetical models aligned 
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well with the empirical data. Additional evaluation indices 
were also taken into account, yielding the following results: 
a comparative fit index (CFI) of 1.000, a goodness-of-fit 
index (GFI) of 0.995, and a normed fit index (NFI) of 
0.997. Therefore, the fitness of the model aligned with the 
empirical data. Moreover, the root means square error of 
approximation (RMSEA) index of 0.000 indicated a good 
fit. A normal χ2/df value of 0.560, which was below 3, was 
considered eligible. It  could be concluded that the 
theoretical model was fitted with the empirical data. 

 
Table 5: Confirmatory Factor Analysis of Measurement 
model 

 Factor loading t-value 
Service innovation   AVE = 0.76, C.R. = 0.92, Cronbach’s alpha = 
0.892 
New delivery process 0.830 18.343 
Interaction with customers 0.801 13.058 
New technology 0.853 23.271 
New service concept 1.000  
Corporate image    AVE = 0.93, C.R. = 0.98, Cronbach’s alpha = 
0.984 
Organization 0.952 24.580 
Employee 1.000  
Products and services 0.934 21.230 
Communication 0.979 26.883 
Customer satisfaction    AVE = 0.83, C.R. = 0.95, Cronbach’s 
alpha = 0.893 
Utility 0.793 11.848 
Overall satisfaction 0.883 14.953 
Value perception 0.961 19.889 
Safety 1.000  
Distribution of behavioral intention     AVE = 0.58, C.R. = 0.75,  
Cronbach’s alpha = 0.893 
Intention to repurchase  1.000  
Word of mouth 0.974 18.887 

 
Table 5 presented the reliability and validity of the 

measurement instrument. The average variance extracted 
(AVE) represented the extent to which different indicators 
or measures intended to measure the same construct 
demonstrating convergence or agreement. High levels of 
shared variability among these indicators indicated that they 
effectively measured the same underlying construct or factor. 
The AVE values for service innovation, corporate image, 
customer satisfaction, and distribution of behavioral 
intention were 0.76, 0.93, 0.83, and 0.58, respectively. Since 
these values exceeded the threshold of 0.5, the measurement 
model exhibits good convergent validity (Fornell & Larcker, 
1981). Additionally, and the composite reliability (C.R.) 
values for all factors were above 0.7 (Fornell & Larcker, 
1981). 

 

Table 6: Discriminant Validity 
Variables SI OI CS DBI 

SI 0.76    
OI 0.571 0.93   
CS 0.421 0.537 0.83  
DBI 0.423 0.524 0.418 0.58 

 
According to Table 6, discriminant validity was assessed 

by comparing the AVE values with the squared correlation 
values between four variables. An AVE was value greater 
than the squared correlation value between the components 
raised to the power of two indicates good discriminant 
validity (Fornell & Larcker, 1981). 

 
5.2. Structural Equation Model 

 
To test the study hypotheses, a structural equation 

model (SEM) was analyzed through using the maximum 
likelihood method. The results of the SEM analysis were 
shown in Table 7 Overall, the SEM results revealed that the 
model was fitted well with the data. For the relationship 
between service innovation and distribution of behavioral 
intention (c1), the results were as follows: χ2 = 17.495, df = 
7 (n = 444), p < 0.014; relative χ2 = 2.499; GFI = 0.987; 
NFI = 0.988; TLI = 0.985; CFI = 0.993; RMR = 0.034; and 
RMSEA = 0.058. Regarding the relationship between 
corporate image and distribution of behavioral intention 
(c2), the findings were as follows: χ2 = 5.040, df = 3 (n = 
444), p < 0.196; relative χ2 = 1.680; GFI = 0.996; NFI = 
0.998; TLI = 0.995; CFI = 0.999; RMR = 0.011; and 
RMSEA = 0.039. 

 
Table 7: The Results of the Structural Equation Model 
Analysis 

Path 
The research structural model 

Beta (β) C-R t-value P-value Results 
SI to DBI 
(c1) 0.823 0.061 13.593 < 0.001 H1 was 

supported. 
OI to DBI 
(c2) 0.884 0.057 15.638 < 0.001 H2 was 

supported. 
N = 444, C.R. = Composite reliability 

 
The results in Table 7 demonstrated direct relationships. 

The SEM outputs supported the direct positive and 
significant impacts of service innovation on distribution of 
behavioral intention (β = 0.823, p < 0.001) (path c1) and the 
corporate image on distribution of behavioral intention (β = 
0.884, p < 0.001) (path c2); accordingly, hypotheses H1 and 
H2 were supported. 

To test for mediation, the direct effects of service 
innovation and corporate image on distribution of 
behavioral intention were examined. Table 8 showed the 
indirect effect which was the effect of service innovation and 
corporate image on distribution of behavioral intention 
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through customer satisfaction. The total effect was the direct 
effect plus the indirect effect. Table 8 showed the result of 
total effect of the study. 
 
Table 8: The Results of Mediation Analysis 

Path Estimate S.E. T-value P-value 
SI to DBI (c’1) 0.859 0.076 11.299 < 0.001 
SI to CS (a1) 0.859 0.076 11.299 < 0.001 
CS to DBI (b1) 0.591 0.102 5.810 < 0.001 
OI to DBI (c’2) 0.590 0.114 5.184 < 0.001 
SI to CS (a2) 0.882 0.055 15.911 < 0.001 
CS to DBI (b2) 0.310 0.116 2.671 0.008 

 N = 444, p < 0.001 

 
The Figure 3 and Figure 4 showed the relationship 

between service innovation, corporate image, on 
distribution of behavioral intention after take customer 
satisfaction as a mediator. 
 

 
 

Figure 3: The influence of service innovation on distribution 
of behavioral intention affecting customer satisfaction as a 

mediating variable 
 
According to Figure 3, after taking customer satisfaction 

as a mediating variable between service innovation and 
distribution of behavioral intention, the regression 
coefficient for the service innovation on the distribution of 
behavioral intention was 0.859 (c’1), which was statistically 
significant at the 0.001 level which slightly increased from 
0.823 (c1) of the direct effect between service innovation 
and distribution of behavioral intention before taking 
customer satisfaction as a mediator. As a result, the service 
innovation had no mediator effect on distribution of 
behavioral intention through customer satisfaction. 
Hypothesis 3 was not supported. 
 

  
 
Figure 4: The influence of corporate image on distribution 
of behavioral intention affecting customer satisfaction as a 

mediating variable 

According to Figure 4, after taking customer satisfaction 
as a mediating variable between corporate image and 
distribution of behavioral intention, the regression 
coefficient for the service innovation on distribution of 
behavioral intention was 0.590 (c'2), which was statistically 
significant at the 0.001 level which slightly decreased from 
0.884 (c2) of the direct effect between service innovation 
and distribution of behavioral intention before take customer 
satisfaction as a mediator. As a result, the corporate image 
had a partial mediator effect on distribution of behavioral 
intention through customer satisfaction. Hypothesis 4 was 
supported. 

 
 

6. Conclusion and Discussion 
 

The findings of this study emphasize the significance of 
considering the unique value generated by service 
innovation when predicting customers' distribution of 
behavioral intention. Service innovations that effectively 
address customer concerns promote transparency and ensure 
reliability to play a pivotal role in fostering trust. Trust 
significantly influences customers' distribution of behavioral 
intention. Customers who perceive an innovative service as 
trustworthy are likelier to exhibit positive distribution of 
behavioral intention, including continued usage and positive 
word of mouth (Carricano et al., 2020). Furthermore, the study 
reveals that corporate image notably impacts distribution of 
behavioral intention. The corporate image influences customers' 
perceptions of the quality of its products or services. A 
positive corporate image is associated with higher perceived 
quality, positively influencing customers' distribution of 
behavioral intention. According to Özkan et al. (2020) 
customers are more likely to choose and continue using 
products or services from organizations with a positive image. 

These findings find that customer satisfaction partially 
mediates the relationship between corporate image and 
distribution of behavioral intention. Customer satisfaction 
helps maintain cognitive consistency between the positive 
corporate image and customers' actual experiences. When 
customers have a positive image of an organization but 
encounter dissatisfaction, it creates cognitive dissonance. 
Conversely, when their experiences align with the positive 
image, it leads to cognitive consistency and reinforces their 
distribution of behavioral intention to engage with the 
organization (Ali et al., 2018) Customer satisfaction can be 
influenced by multiple factors related to corporate image: 
first, a positive corporate image can shape customers' 
expectations for the service, affecting their satisfaction. 
Second, a positive corporate image can signal to customers 
that the service provider is committed to quality and 
customer satisfaction, thereby enhancing their satisfaction. 
Third, customer satisfaction encompasses the overall 
service experience, encompassing factors beyond corporate 

c1 (� = 0.823***) 
c'1 (� = 0.859***) 

a 1(� = 0.859***) 

Service 
Innovation 

Distribution of 
Behavioral 
Intention 

Customer 
Satisfaction 

b 1(� = 0.591***) 

a 2 (� = 0.882***) 

Corporate 
Image 

Distribution of 
Behavioral 
Intention 

Customer 
Satisfaction 

c2 (� = 0.884***) 
c'2 (� = 0.590***) 

b 2 (� = 0.310**) 
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image, such as price, convenience, and customer service. 
 This study finds that customer satisfaction does not 

mediate the relationship between service innovation and 
distribution of behavioral intention. Chen et al. (2019) 
posited that, depending on the specific context and variables 
being studied, other variables such as perceived usefulness, 
ease of use, trust, and enjoyment of the innovative service 
may play a more significant role in mediating this 
relationship. 

 
Recommendations 

 

Policy recommendations 
In mobile banking, service innovation can include 

developing new or improved features like biometric 
authentication, personalized financial advice, and real-time 
transaction monitoring. Given the positive effect of service 
innovation on distribution of behavioral intention, it is 
recommended to prioritize implementing such innovative 
features to encourage customers’ intention to use mobile 
banking services. 

Similarly, considering the positive effect of corporate 
image on distribution of behavioral intention, policy makers 
can take specific steps to foster customer trust and 
confidence. Encouraging transparency and accountability 
within financial institutions can play a significant role in 
building customer trust. Financial institutions can promote 
openness and ensure responsible practices to increase 
customers' behavioral intention to utilize mobile banking 
services. Furthermore, the relationship between corporate 
image and distribution of behavioral intention is partially 
mediated by customer satisfaction. Policymakers can 
advocate for financial institutions to enhance the customer 
experience by focusing on various aspects. This includes 
improving the usability of mobile banking interfaces, 
offering prompt and effective customer support, and 
providing personalized services. Financial institutions can 
bolster customer satisfaction by investment in these areas, 
subsequently influencing customers' distribution of 
behavioral intention to engage with mobile banking services. 

 

Recommendations for future researcher 
To further advance the understanding of the mediating 

effect of customer satisfaction on the relationship among 
service innovation, corporate image, and distribution of 
behavioral intention in the context of mobile banking, future 
researchers can explore the following areas: 

1. The moderating effect of customer segments and 
cultural contexts, explore whether the mediating effect of 
customer satisfaction varies across different customer 
segments or in different cultural contexts. Cultural factors, 
for example, may influence the degree to which customers 
value customer satisfaction as a driver of distribution of 

behavioral intention. Examining these variations can 
provide valuable insights into how different factors 
influence the relationships between the variables. 

2. Consider conducting longitudinal studies to examine 
the temporal relationships among service innovation, 
corporate image, customer satisfaction, and distribution of 
behavioral intention over time. By observing these 
relationships over an extended period, researchers can 
identify the causal links between these constructs and gain 
insights into how they evolve and change over time. 

3. Employ advanced mediation analysis techniques such 
as moderated mediation or serial mediation. These techniques 
can provide a more comprehensive understanding of the 
complex relationships among service innovation, corporate 
image, customer satisfaction, and distribution of behavioral 
intention in mobile banking. Researchers can reveal 
additional nuances in these relationships by considering 
potential moderators or serial mediators. 

By addressing these research areas, future studies can 
contribute to a deeper understanding of customer 
satisfaction's mediating role and the dynamics among 
service innovation, corporate image, customer satisfaction, 
and distribution of behavioral intention in mobile banking. 
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