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ABSTRACT

The research aims to determine whether the perceived ease of use,
perceived enjoyment access, security and trust to intention to use internet banking,
this research aims to analyze the factors most dominant influence on Intention to
Use Internet Banking.

The population used in this study is a customer who had used internet
banking facilities. The sample in this study of 400 respondents and the techniques
used are non-probability sampling technique with accidental sampling approach
(sampling by customer who had used internet banking facilities more than
doubled to conduct online transactions). The analytical method used was
quantitative analysis is multiple regression analysis. This analysis includes:
validity and reliability, classic asumtion test, multiple regression analysis,
hypothesis testing via test t and test f, the coefficient of determination (R2) and
test intervening.
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