
 Corresponding author: Indrawati. 

Copyright © 2025 Author(s) retain the copyright of this article. This article is published under the terms of the Creative Commons Attribution License 4.0. 

Developing a measurement tool for analysis of technology acceptance and use factors, 
quality factors and risk factors on behavioral outcomes through mediated trust in 
mobile banking case study bank XYZ: A pilot study 

Syauqi Bima Prema Pasha and Indrawati *

Faculty of Economics and Business, Telkom University, Bandung, Indonesia. 

International Journal of Science and Research Archive, 2025, 15(03), 1816-1824 

Publication history: Received on 15 May 2025; revised on 23 June 2025; accepted on 25 June 2025 

Article DOI: https://doi.org/10.30574/ijsra.2025.15.3.1889 

Abstract 

User loyalty is a key focus for Bank XYZ to maintain profitability and Cost Per Acquisition (CPA) efficiency. The 2025 
report shows active user growth and a decline in dormant customer ratio for Bank XYZ during 2024, yet potential losses 
from dormant customers remain. This study aims to analyze the factors that could help Bank XYZ design strategies to 
enhance mobile banking loyalty. Adopting an antecedent model, the study references (Geebren et al, 2021) on consumer 
satisfaction in mobile banking and (Kumar et al, 2021) on trust and cultural dimensions in mobile banking. A pilot test 
with 30 respondents shows that all 69 questionnaire items meet validity (CITC > 0.3) and reliability (Cronbach's Alpha 
> 0.7) thresholds. This measurement instrument is ready for further application in a full-scale study on strategies to
improve mobile banking loyalty.
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1. Introduction

As of October 2024, there has been a noticeable increase in the dormant customer ratio from 2023 to 2024. Dormant 
customers in the banking industry refer to users or account holders who have not engaged in any transactions or 
activities on their accounts for an extended period. This includes withdrawals, deposits, credit card usage, or any other 
form of transactions. These customers are considered inactive or "sleeping," even though they remain registered as 
bank clients. This status can impact the bank's performance assessment and marketing strategies (Sulaiman & Hassan, 
2019). In the context of digital banking, the term often describes customers who have not logged in or made transactions 
on mobile banking applications or other banking platforms over a certain period, such as 3, 6, or 12 months. Based on 
data from the analytic platform, which tracks the performance of Mobile banking of Bank XYZ, both new and active users 
of mobile banking increased from January to June 2024 compared to the previous year, as shown by the average 
dormant ratio decreasing to 24.61% in 2024, compared to 56.08% in 2023. Despite this improvement, Bank XYZ still 
faces the potential risk of losses from dormant customers, with an estimated potential loss of IDR 27.77 billion based 
on their Cost Per Acquisition (CPA) of IDR 154,000 per customer in 2024. In practice, acquiring new customers involves 
both online and offline marketing strategies. Once customers are onboarded, the bank must invest in IT platforms such 
as mobile banking, which involves development costs, including Customer Service Costs per customer (CSC) for ongoing 
maintenance. In 2023, Bank XYZ spent IDR 292.39 billion on promotional expenses. When divided by the total number 
of customers (1.2 million), the CPA amounted to IDR 245,000 per customer. In 2024, the promotional expenses 
decreased to IDR 275.98 billion, and with a customer base of 1.8 million, the CPA dropped to IDR 154,000. This data 
highlights the need for a thorough analysis of the factors influencing customer adoption of Bank XYZ mobile banking 
services to ensure that active customers do not become dormant and to minimize the associated potential losses 
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2. Literature review 

This study adopts an antecedent model. In designing the framework of thought, the researcher conducted a literature 
review on the research of Geebren et al., 2021 which examined "Examining the role of Consumer Satisfaction in Mobile 
eco-systems: Evidence from Mobile banking services" with a case study of a Bank in Libya and To strengthen the 
framework model, the researcher conducted another literature review, namely the research of Kumar et al., (2021) 
which examined "A meta-analysis of Trust in Mobile banking: the moderating role of cultural dimensions" with the 
results of 63 quantitative studies on trust in Mobile banking using meta-analysis techniques. 

 

Figure 1 The model of research framework 

This study uses a structured online questionnaire as the main rese 

arch instrument. It evaluates the following variables 

• Independent Variables: variabel Performance Expectancy, Effort Expectancy, Hedonic Motivation, Social 
Influence, Facilitating Conditions, Price Value, Habit, Information Quality, System Quality, Service Quality, 
Perceived Privacy and Security, Perceived Risk, Structural Assurance, Self-Efficacy. 

• Dependent Variable: Satisfaction, Behavioural Intention, Attitude 
• Moderating Variable: Trust. 

This stuidy ailigns with thei reiseia irch by Indraiwaiti eit ail. (2022), which analyzes that the quality of information, systems, 
and services significantly influences user trust, which then contributes to loyalty and behavioral intentions to use digital 
services such as mobile banking. Therefore, developers must ensure that the technology infrastructure and system 
mantenance operate optimally to mantan user trust. Based on the literature review from both references, the researcher 
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adopted the framework model by Kumar et al. (2023) because this model is more comprehensive for examining the 
effect of mobile banking technology adoption. It also addresses the research gap in previous studies that did not combine 
Risk Factors, Quality Factors, and Personal Factors with the Technology Acceptance Model (TAM) in influencing 
behavioral outcomes. 

3. Methodology 

To develop a good measurement tool, this study also uses the same method as Indrawati et al. (2023), namely a survey 
approach, to understand actual digital behavior, such as online purchases and technology adoption, without laboratory 
experiments. To ensure the quality of the measurement instrument, the researcher conducted a validity test to 
demonstrate that the relational or causal relationship between the variables or constructs tested in this study only 
occurred within the variables themselves and not influenced by other variables. Additionally, a reliability test was 
conducted to assess the trust, consistency, and stability of the measurement results (Indrawati, 2015). Content validity 
is ensured through the adaptation of published items, display validity is obtaned through expert feedback in the fields 
of marketing and digital media, and readability tests were conducted with a trial of 30 respondents to assess 
respondents' understanding. Indrawati (2015) explans that content validity refers to the extent to which the items used 
to measure the research variables logically align with what is being measured. This is done by adapting and modifying 
items from previously published research. Face validity is assessed through feedback and recommendations from 
experts in the field of marketing. Additionally, readability is tested by evaluating the respondents' understanding of the 
questionnare. Table 1 presents the items included in the questionnare. 

Table 1 Items on Questionnare 

Items No. 
Items 

Reference Items 

Technology Acceptance and Use Factors 

Performance Expectancy 

I use mobile banking in my daily life.  PE1 (Abu-Taeh et al., 2022) 

Using mobile banking increases my chances of completing important tasks.  PE2 

Mobile banking allows me to complete tasks more quickly.  PE3 

I am more productive when I use mobile banking.  PE4 

Effort Expectancy 

I find it simple to learn how to use mobile banking.  EIEI1 (AIbui-Taiieih eit ail., 
2022) 

My interaction with Mobile Banking is simple and easy to grasp.  EIEI2 

Internet Mobile Banking is simple to use for me.  EIEI3 

It is simple for me to learn how to use mobile banking. EIEI4 

Hedonic Motivation 

Using Mobile banking is fun. HM1 (Baiaibduillaih eit ail., 
2019) 

Using Mobile banking is enjoyable. HM2 

Using Mobile banking is entertaining. HM3 

Social Influence 

Important people in my life believe that I should use mobile banking.  SI1 (AIbui-Taiieih eit ail., 
2022) 

People who have an impact on my behavior believe that I should use mobile 
banking.  

SI2 

People whose opinions I respect prefer that I use mobile banking.  SI3 

Facilitating Conditions 
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I have the necessary resources to use mobile banking.   FC1 (AIbui-Taiieih eit ail., 
2022) 

I have the knowledge necessary to use mobile banking.   FC2 

Mobile banking works with the other technologies I use.  FC3 

I can seek assistance from others if I am having difficulty using mobile 
banking. 

FC4 

Price Value 

Mobile banking is reasonably priced. PV1 (Baiaibduillaih eit ail., 
2019) 

Mobile banking is good value for the money. PV2 

At the current price, Mobile banking provides good value. PV3 

Habit 

The use of Mobile banking has become a habit for me. HT1 (Baiaibduillaih eit ail., 
2019) 

I am addicted to using Mobile banking.  HT2 

I must use Mobile banking. HT3 

Using Mobile banking has become natural to me. HT4 

Quality Factors 

Information Quality 

Mobile banking provides me with information relevant to my needs. IQ1 (Baiaibduillaih eit ail., 
2019) 

Mobile banking provides me with sufficient information.  IQ2 

Mobile banking provides me with accurate information.  IQ3 

Mobile banking provides me with up-to-date information. IQ4 

Mobile banking will provide relevant information about transactions. IQ5 

System Quality 

Mobilei ba inking quiickly loaids aill thei teixt aind graiphics. SQ1 (Baiaibduillaih eit ail., 
2019) 

Mobilei ba inking is uiseir frieindly.  SQ2 

Mobilei ba inking is eiaisy to naivigaitei SQ3 

Mobilei ba inking is visuiailly a ittraictivei. SQ4 

I wouild find Mobilei bainking seicuirei einouigh to conduict my bainking 
trainsaictions. 

SQ5 

Service Quality 

Thei leiveil of seirvicei quiaility I reiceiivei from Mobilei ba inking is high. SRQ1 (Baiaibduillaih eit ail., 
2019) 

Thei quiaility of seirvicei I reiceiivei from Mobilei ba inking is eixceilleint. SRQ2 

Mobilei ba inking provideis ai high leiveil of seirvicei quiaility. SRQ3 

Risk Factors 

Perceived Privacy and Security 
 

M-ba inking seirvicei chainneil is saifei to inteiraict with for finaincia il puirposeis.  PS1 (AIbdeinneibi Heilai Bein, 
2023) 

M-ba inking seirvicei chainneil proteicts informaition aibouit my aiccouint 
informaition.  

PS2 

M-ba inking seirvicei chainneil doeis not shairei my peirsonail informaition with 
otheir siteis. 

PS3 
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Perceived Risk 

UIsing mobilei ba inking seirviceis eixposeis my baink aiccouint to thei risk of fraiuid.  PR1 (AIbui-Taiieih eit ail., 
2022) 

UIsing mobilei ba inking seirviceis puits my baink aiccouint ait risk.  PR2 

I beilieivei tha it uising mobilei ba inking seirviceis jeiopairdizeis my privaicy.  PR3 

Structural Assurance 

I do not incuir in thei risk of fina inciail losseis uising mobilei bainking seirviceis. SAI1 (Oliveiirai eit ail., 2014) 

I do not incuir in thei risk of peirsonail informaition theift uising mobilei ba inking 
seirviceis. 

SAI2 

My bainks mobilei ba inking seirvicei hais ai Clieint Proteiction Policy. SAI3 

My peirsonail mobilei phonei informaition is seicuirei whein I uisei thei Mobile i 
ba inking seirvicei. 

SAI4 

Personal Factor 

Self-Efficacy 

I couild compleitei ai trainsaiction uising Mobilei ba inking if theirei wa is no onei 
airouind to teill mei whait to do.   

SEI1 (AIlailwain eit ail., 2016) 

I couild compleitei ai trainsaiction uising Mobilei ba inking if I couild caill someionei 
for heilp if I got stuick.   

SEI2 

I couild compleitei ai trainsaiction uising Mobilei ba inking if I haid ai lot of timei to 
compleitei thei job I stairteid.     

SEI3 

I couild compleitei ai trainsaiction uising Mobilei ba inking if I haid juist thei buiilt-in 
heilp faicility for aissistaincei.    

SEI4 

I couild compleitei ai trainsaiction uising Mobilei ba inking if theirei wa is no onei 
airouind to teill mei whait to do.   

SEI5 

Behavioral Outcomes 

Satisfaction 

I strongly reicommeind M-bainking to otheirs.  ST1 (AIbdeinneibi Heilai Bein, 
2023) 

I think thait I maidei thei correict deicision to uisei M-bainking.  ST2 

I aim saitisfieid with thei waiy thait M-bainking hais cairrieid ouit trainsaictions.  ST3 

I aim saitisfieid with thei seirvicei I haivei reiceiiveid from M-bainking.  ST4 

Behavioural Intention 

I inteind to uisei thei mobilei ba inking systeim if I haivei aicceiss to it.  BI1 (AIbui-Taiieih eit ail., 
2022) 

For my bainking neieids, I wouild uisei mobilei ba inking.  BI2 

If I haivei aicceiss to thei mobilei bainking systeim, I waint to maikei thei most of it.  BI3 

Attitude 

Mobilei ba inking aidveirtising is informaitivei. AIT1 (Cheiuing Millissai F.Y, 
2017) 

Mobilei ba inking aidveirtising is meia iningfuil. AIT2 

Mobilei ba inking aidveirtising is fuin. AIT3 

Mobilei ba inking aidveirtising is likaiblei. AIT4 

Mobilei ba inking aidveirtising is reileivaint to mei. AIT5 

Mobilei ba inking aidveirtising is uiseifuil for mei. AIT6 
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Trust 

I beilieivei tha it M-ba inking is truistworthy  TR1 (AIbdeinneibi Heilai Bein, 
2023) 

I beilieivei tha it M-ba inking keieips its promiseis  TR2 

I beilieivei tha it M-ba inking keieips uiseirs’ inteireists in mind.  TR3 

4. Results 

Thei triail wais conduicteid on 30 reispondeints throuigh ain onlinei quieistionnaiirei uising Googlei Forms. AIll reispondeints aire i 
reipreiseintaitiveis of individuiails domicileid in Indoneisiai. This stuidy uiseis ai quia intitaitivei aipproaich to eimpiricailly teist 
Teichnology AIcceiptaincei aind UIsei Faictors, Quia ility Faictors aind Risk Faictors on Beihaiviorail Ouitcomeis Throuigh Truist 
Meidiaition on Mobilei Ba inking of Baink XYZ. Thei colleicteid daitai weirei a inailyzeid uising SPSS Softwairei. AIccording to 
Frieideinbeirg aind Kaiplain in Indraiwaiti (2015:149) [2], ain iteim is saiid to bei va ilid if thei "Correicteid Iteim - Totail Correila ition" 
(CITC) is greiaiteir thain 0.3. For CAI, ai vailuiei of 0.60 to 0.70 is aicceiptaiblei in eixploraitory reiseia irch aind ai vailuiei beilow 0.60 
indicaiteis ai laick of inteirnail consisteincy reilia ibility (Haiir eit ail., 2022). Meia inwhilei, Indraiwaiti eit ail. (2023) staiteid thait thei 
CAI vailuiei muist bei morei thain 0.7 to meieit thei reilia ibility teist pairaimeiteirs. Beicaiuisei theirei airei diffeireinceis of opinion aimong 
eixpeirts reigairding thei CAI va iluiei threishold, in this stuidy, thei threishold uiseid is thei la irgeist threishold, na imeily 0.7 beicaiuisei 
ai higheir vailuiei indicaiteis ai higheir leiveil of reilia ibility. Thei reisuilts of this triail airei thait aill iteims in thei 17 construicts in this 
stuidy airei deiclaireid vailid aind thei CAI vailuieis obtaiineid by aill vairia ibleis airei aibovei 0.7 so thait it cain bei concluideid thait eia ich 
vairia iblei meieits thei reilia ibility teist reiquiireimeints. Thei reisuilts of thei triail a irei preiseinteid in Taiblei 2 beilow. 

Table 2 Pilot Test Result 

Item Code CITC Cronbach's AIlpha (CAI) Variable 

PEI1 0.835 0.870 Peirformaincei EIxpeictaincy 

PEI2 0.823 

PEI3 0.882 

PEI4 0.855 

EIEI1 0.915 0.917 Effort EIxpeictaincy 

EIEI2 0.897 

EIEI3 0.880 

EIEI4 0.887 

HM1 0.766 0.808 Hedonic Motivation 

HM2 0.854 

HM3 0.923 

SI1 0.803 0.836 Social Influence 

SI2 0.891 

SI3 0.911 

FC1 0.901 0.927 Facilitating Conditions 

FC2 0.918 

FC3 0.953 

FC4 0.853 

PV1 0.822 0.828 Price Value 

PV2 0.853 

PV3 0.926 
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HT1 0.791 0.862 Habit 

HT2 0.824 

HT3 0.897 

HT4 0.851 

IQ1 0.786 0.904 Information Quality 

IQ2 0.85 

IQ3 0.882 

IQ4 0.896 

IQ5 0.844 

SQ1 0.805 0.870 System Quality 

SQ2 0.841 

SQ3 0.790 

SQ4 0.839 

SQ5 0.806 

SRQ1 0.885 0.781 Service Quality 

SRQ2 0.937 

PR1 0.83 0.700 Perceived Risk 

PR2 0.811 

PR3 0.737 

PS1 0.787 0.766 Perceived Privacy and Security 

PS2 0.855 

PS3 0.833 

SAI1 0.929 0.943 Structural Assurance 

SAI2 0.941 

SAI3 0.942 

SAI4 0.902 

SEI1 0.853 0.864 Self-Efficacy 

SEI2 0.812 

SEI3 0.772 

SEI4 0.804 

SEI5 0.803 

TR1 0.82 0.762 Trust 

TR2 0.836 

TR3 0.819 

ST1 0.787 0.859 Satisfaction 

ST2 0.895 

ST3 0.812 

ST4 0.858 
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AIT1 0.787 0.868 Attitude 

AIT2 0.694 

AIT3 0.777 

AIT4 0.79 

AIT5 0.834 

AIT6 0.791 

BI1 0.87 0.707 Behavioural Intention 

BI2 0.835 

BI3 0.663 

5. Conclusion 

This pilot stuidy suicceissfuilly deiveilopeid aind teisteid ai meiaisuireimeint tool to ainailyzei thei reila itionship beitweiein Teichnology 
AIcceiptaincei a ind UIsei Faictors, Quiaility Faictors, aind Risk Faictors on Beiha iviorail Ouitcomeis throuigh Truist meidiaition in 
Mobilei Ba inking ait Baink XYZ. Thei modeil wa is deisigneid baiseid on thei a inteiceideint modeil deiveilopeid by (Geieibrein eit a il., 
2021) aind (Ku imair eit ail., 2021). Thei stuidy aidopts ain ainteiceideint modeil, wheirei thei reiseiaircheir conduicteid ai liteiraituirei 
reivieiw on thei work of (Geieibrein eit ail., 2021), which eixaimineid "EIxaimining thei rolei of Consuimeir Saitisfaiction in Mobilei 
EIcosysteims: EIvideincei from Mobilei Bainking Seirviceis" uising ai caisei stuidy from ai baink in Libyai. To streingthein thei modeil, 
thei reiseiaircheir ailso conduicteid ainotheir liteiraituirei reivieiw, which eixaimineid (Kuimair eit ail., 2021) reiseiairch on "AI Meitai-
aina ilysis of Tru ist in Mobilei Bainking: Thei Modeira iting Rolei of Cuiltuira il Dimeinsions," uitilizing thei reisuilts from 63 
quia intitaitivei stuidieis on truist in Mobilei Bainking throuigh meitai-a ina ilysis teichniquieis. This modifieid modeil ideintifieis fouir 
keiy aispeicts influieincing teichnology aidoption: peirformaincei eixpeictaincy, eiffort eixpeictaincy, sociail influieincei, a ind 
faicilitaiting conditions. Thei stuidy conduicteid vailidity aind reilia ibility teists on 69 iteims aicross 17 construicts with 30 
reispondeints. Thei reisuilts show thait aill reiseia irch vairiaibleis meieit thei minimuim staindairds for Correicteid Iteim-Totail 
Correila ition (CITC > 0.3) aind Cronbaich's AIlphai (CAI > 0.7). Theisei findings confirm thait thei deiveilopeid meia isuireimeint tool 
is vailid aind reilia iblei for eiva iluiaiting beiha iviorail ouitcomeis in thei conteixt of mobilei bainking. Thei tool is now reia idy to bei 
uiseid in ai fuill-scailei stuidy to aina ilyzei thei reila itionship beitweiein Teichnology AIcceiptaincei aind UIsei Faictors, Quia ility Faictors, 
aind Risk Faictors on Beihaiviorail Ouitcomeis throuigh Truist meidiaition in Mobilei Bainking ait Baink XYZ. 
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