
* 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 evaluation of factors influencing customer loyalty 
mobile banking a study at bank OCBC Indonesia: A pilot study  

Nadya Indah Pratiwi and Indrawati * 

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

International Journal of Science and Research Archive, 2025, 16(01), 523-528 

Publication history: Received on 11 May 2025; revised on 21 June 2025; accepted on 24 June 2025 

Article DOI: https://doi.org/10.30574/ijsra.2025.16.1.1884 

Abstract 

OCBC Bank of Indonesia utilizes mobile banking applications to facilitate customers in conducting financial transactions, 
as evidenced by the increasing number of downloads of this application. This study aims to explore the factors that 
influence customer loyalty to Bank OCBC's mobile banking application, focusing on eight main variables, namely: trust, 
convenience, social influence, application attributes, customer support, with m-banking customer experience on 
customer loyalty. A trial of 30 respondents was conducted to assess content validity, face validity, and reliability using 
SPSS. The results showed that all 42 questionnaire items in 8 constructs met the validity threshold (CITC> 0.3) and 
reliability (Cronbach's Alpha> 0.7). Therefore, this proposed measurement tool is suitable for further use in a full-scale 
study of customer loyalty in banking industry. 

Keywords: Customer loyalty; Customer experience; Mobile banking; Pilot test; Banking content 

1. Introduction

OCBC is recognized for its significant digital transformation efforts in recent years. According to OCBC's annual report, 
by December 2023, the number of active digital users grew by 29.4%, while transactions using QRIS also saw an 
exceptional increase of 496% (annual report OCBC, 2024). These figures indicate a significant rise in customer trust in 
the mobile banking services offered by F. This trust reflects that customers feel secure sharing personal data, 
maintaining privacy, and trusting that their transactions are protected (Bank OCBC, 2024). 

However, despite the significant increase in active digital users, there has been a decline in the DAU (Daily Active Users) 
to MAU (Monthly Active Users) ratio at Bank OCBC throughout 2023, with Q1 at 18.98%, Q2 at 16.61%, Q3 at 13.91%, 
and Q4 at 16.00%. DAU reflects the level of user engagement with the app on a given day, while MAU indicates the 
number of users who engage with the app at least once a month. This decline suggests that fewer users are actively 
interacting with the mobile banking app on a monthly basis, indicating the app's struggle to retain users and its declining 
loyalty. In addition, the data on conversion rate, which shows the percentage of users successfully completing 
transactions, also experienced a decline. In 2023, the conversion rate was as follows: Q1 at 0.50%, Q2 at 0.16%, Q3 at 
0.14%, and Q4 at 0.40% (Bank OCBC Indonesia, 2024), indicating that while the app is widely accessed, not all users 
successfully complete transactions. This decline suggests a gap between the number of app downloads and the success 
rate of users completing transactions. Therefore, it is essential for OCBC to delve deeper into factors such as trust, 
convenience, social influence, and app attributes that can enhance user experience and strengthen customer loyalty. 
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2. Literature Review 

This study adopts the Stimulus-Organism-Response (S-O-R) theory from (Shahid et al, 2022) to explain the relationship 
between external factors such as trust, convenience, social influence, and app attributes with the user experience of 
mobile banking applications, which ultimately affect customer loyalty and the intention for continued usage. 
Additionally, this study references the work of (Yu et al, 2024), which integrates the UTAUT and ISS models to analyze 
factors influencing mobile banking user loyalty. Therefore, the author uses a conceptual framework model that is a 
modification of both studies. Figure 1 shows the proposed the antecedents and consequences model of this research. 

 

Figure 1 The model of research framework 

This study useis ai structureid onlinei queistionnaiirei a is thei maiin reiseia irch instrumeint. It eiva iluaiteis thei following vairiaibleis: 

• Indeipeindeint Vairia ibleis: vairia ibeil trust, conveinieincei, sociail influeincei, aipp aittributeis, seirvicei qua ility and 
customeir support  

• Dependent Vairia iblei: customer loyalty 
• Moderating Vairia iblei: customer experience 

This study is in linei with reiseiairch (Indraiwaiti eit ail, 2023) which ainailyzeis thei influeincei of eileictronic Word-of-Mouth 
(eiWOM) through thei TikHub plaitform on consumeir purchaisei inteintions (Indraiwaiti eit ail, 2023), which shows thait sociail 
influeincei hais ai significaint influeincei on customeir eixpeirieincei. This study aidopts ain indeipeindeint sociail influeincei vairia ible i 
on customeir eixpeirieincei which thein hais ain impaict on customeir loyailty. This study ailso aidopts thei saimei meithod ais 
(Indraiwa iti eit ail, 2023), which useis ai surveiy aipproaich to undeirstaind reia il digitail beihaivior, such ais bold purchaiseis aind 
teichnology aidoption, without laiboraitory eixpeirimeints. To einsurei thei quaility of thei meia isuring instrumeint, this study 
aipplieis conteint vailidity, displaiy va ilidity, reia idaibility teisting, aind triails with 30 reispondeints. Conteint vailidity is einsureid 
through thei aidaiptaition of publisheid iteims, displaiy vailidity is obtaiineid through eixpeirt feieidbaick in thei fieild of mairkeiting 
aind digitail meidiai, aind reiaidaibility teists thei undeirstainding of reispondeints. 

3. Methodology 

To develop a good measurement tool, validity and reliability tests are conducted in this research. The validity tests 
include content validity, face validity, readability, and a pilot test. Indrawati (2015) explains that content validity refers 
to the extent to which the items used to measure the research variables logically correspond to what is being measured, 
and this is carried out by adopting and modifying items related to previously published research. Face validity was 
assessed by obtaining suggestions and recommendations from experts in the field of marketing. Readability was tested 
through respondents' understanding of the questionnaire. Table 1 shows the items included in the questionnaire. 
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Table 1 Items on Questionnaire 

Item 
No. 
Item 

Reference 
Item 

Trust (S. Shaihid 
eit ail., 
2022) 

The M-banking app is trustworthy.  TR1 

The M-banking app is secure.  TR2 

The M-banking app is dependable.  TR3 

I felt safe to provide my personal and private data to the M-banking app.  TR4 

Convenience 

I find it easy to complete the transaction over the M-banking app.  CN1 

I am able to avail service quickly over the M-banking app.  CN2 

It takes little effort to complete the transactions over the M-banking app.  CN3 

I can avail mobile banking services using the M-banking app anytime I want.  CN4 

I can avail mobile banking services using the M-banking app wherever I am.  CN5 

The banking services are always accessible using the M-banking app. CN6 

Social Influence 

People influence me use the M-banking app.  SI1 

My family and friends value the use of the M-banking app.  SI2 

The use of the M-banking app gives me professional status. SI3 

M-banking App Attributes 

Thei oveira ill look aind feieil of thei mbainking a ipp is visuailly a ippeia iling.  AIAI1 

Thei screiein deisign (i.ei., colours, boxeis, meinus, eitc.) of thei M-ba inking aipp is aittraictivei. AIAI2 

Thei M-bainking aipp heilps mei to bei morei eiffeictivei in doing thei taisk.  AIAI3 

It taikeis feiweir steips to aiccomplish thei taisks I wainteid to do on thei M-bainking a ipp.  AIAI4 

Thei paiymeint paigei inteirfa icei of thei Mbainking a ipp is eiaisy to naivigaitei.  AIAI5 

Thei M-bainking aipp hais ai naiviga ition bair, which traicks thei progreiss of my ordeir.  AIAI6 

Customer Support 

It will bei useiful to aisk for aidvicei whilei seia irching for thei informaition on thei M-bainking a ipp.  CL1 

It would bei useiful if thei M-ba inking aipp faicilitaiteis instaint (livei) communica ition.  CL2 

It would bei useiful if thei M-ba inking aipp giveis mei thei opportunity to tailk baick.  CL3 

If contaicteid by ai saileis reipreiseinta itivei, how likeily would you bei to aigreiei to ai saileis meieiting. CL4 

Customer Experience 

I found thei M-bainking a ipp useiful.  CEI1 

I likei thei ideiai of using thei M-ba inking aipp.  CEI2 

Using thei M-ba inking aipp is a i pleiaisa int eixpeirieincei.  CEI3 

I feieil comfortaiblei whein I inteira ict with thei M-ba inking aipp.  CEI4 

thei M-bainking aipp meieits my neieids aind coveirs my eixpeictaitions  CEI5 

In my opinion, this baink reiailly caireis aibout keieiping mei a is a i customeir whilei using thei M-ba inking aipp.  CEI6 
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Customer Loyalty 

I will consideir thei M-bainking aipp ais my first choicei for m-bainking seirviceis.  CL1 

I will consideir thei M-bainking aipp seirviceis eivein if otheir aipps providei saimei qua ility of seirviceis.  CL2 

I will first consideir thei M-ba inking a ipp eivein if its seirviceis airei slightly costlieir thain otheirs.  CL3 

If I haivei ai good eixpeirieincei with ain m-bainking a ipp through my smairtphonei, I will reicommeind it to 
frieinds aind reila itiveis 

CL4 (Saiprikis 
eit 
ail.,2022) 

I inteind to reicommeind to frieinds aind reilaitiveis to usei ain m-ba inking a ipp through theiir smairtphonei CL5 

I think thait I would reicommeind to frieinds aind reilaitiveis to usei ain m-ba inking a ipp through theiir 
smairtphonei 

CL6 

I would continuei to usei thei M-ba inking aipp for my bainking neieids.  CL7 (S. Shaihid 
eit ail., 
2022) 

I would continuei to usei thei M-ba inking aipp for haindling my bainking tra insaictions in thei futurei.  CL8 

I would continuei to seiei myseilf using thei M-bainking a ipp for haindling my bainking neieids.  CL9 

Service Quality 

MB provideis mei with reia il-timei seirviceis.  SQ1 (Yu eit ail., 
2024) 

MB provideis mei with quick reisponsei-timei seirviceis. SQ2 

MB provideis mei with profeissionail seirviceis. SQ3 

MB provideis mei with peirsonailizeid seirviceis. SQ4 

4. Results 

Thei pilot teist wais conducteid on 30 reispondeints through ain onlinei queistionnaiirei using Googlei Forms. AIll reispondeints 
airei reipreiseintaitiveis of individuails reisiding in Indoneisiai. This study eimploys ai quaintitaitivei a ipproaich to eimpiricailly teist 
thei faictors thait influeincei Customeir Loyailty in Mobilei Ba inking ait Baink OCBC Indoneisia i. Thei daitai colleicteid wais ainailyze id 
using SPSS Softwairei. AIccording to Frieideinbeirg aind Kaiplain in Indra iwaiti (2015:149) [2], iteims airei consideireid va ilid if 
thei "Correicteid Iteim – Totail Correila ition" (CITC) is greia iteir thain 0.3. AIll iteims in thei seivein constructs in this reiseia irch airei 
consideireid vailid. AIdditionailly, thei reilia ibility teist is consideireid saitisfaictory if thei Cronba ich-AIlphai (CAI) scorei is greia iteir 
thain 0.7. AIll eiight constructs in this reiseia irch meieit thei reilia ibility teist criteiria i. Thei reisults of thei pilot teist airei preiseinteid 
in thei following Taiblei 2. 

Table 2 Pilot Test Result 

Variable Item Code CITC Cronbach's Alpha (CA) 

Service 
Quality 

SQ1 0.93 0.94 

SQ2 0.93 

SQ3 0.94 

SQ4 0.89 

Trust T1 0.91 0.91 

T2 0.87 

T3 0.91 

T4 0.88 

Conveinieincei C1 0.91 0.96 

C2 0.89 

C3 0.95 
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C4 0.95 

C5 0.94 

C6 0.89 

Sociail 
Influeincei 

SI1 0.85 0.85 

SI2 0.90 

SI3 0.90 

AIpp 
AIttributeis 

AIAI1 0.88 0.92 

AIAI2 0.78 

AIAI3 0.90 

AIAI4 0.79 

AIAI5 0.82 

AIAI6 0.87 

Customeir 
Support 

CS1 0.91 0.93 

CS2 0.93 

CS3 0.91 

CS4 0.91 

Customeir 
EIxpeirieincei 

CEI1 0.88 0.93 

CEI2 0.88 

CEI3 0.84 

CEI4 0.88 

CEI5 0.88 

CEI6 0.84 

Customeir 
Loyailty 

CL1 0.89 0.94 

CL2 0.86 

CL3 0.75 

CL4 0.85 

CL5 0.81 

CL6 0.77 

CL7 0.85 

CL8 0.81 

CL9 0.84 

5. Conclusion 

This pilot study succeissfully deiveilopeid aind teisteid ai meia isureimeint tool to eivailua itei thei faictors influeincing customeir 
loyailty aimong mobilei bainking useirs ait Baink OCBC Indoneisia i. In this modeil, Stimulus (S) reifeirs to eixteirna il faictors such 
ais trust, conveinieincei, sociail influeincei, a ind aipp aittributeis, which positiveily a iffeict thei inteirnail condition of thei useir 
(orgainism), i.ei., thei useir eixpeirieincei reifleicteid from inteiraictions with thei mobilei ba inking aipplicaition. This useir 
eixpeirieincei, in turn, hais ai positivei aind significaint impaict on thei reisponsei (R), which is mainifeisteid in thei form of 
customeir loyailty a ind continuaincei usaigei inteintion. This study ailso eixaimineis thei faictors influeincing mobilei ba inking 
loyailty by inteigraiting thei IS Succeiss aind UTAIUT (Unifieid Theiory of AIcceiptaincei aind Usei of Teichnology) modeils. This 
eixpaindeid modeil ideintifieis four keiy aispeicts thait influeincei teichnology aidoption: peirformaincei eixpeictaincy, eiffort 
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eixpeictaincy, sociail influeincei, aind faicilitaiting conditions. Thei study utilizeid vailidity aind reilia ibility teists on 42 iteims 
aicross 8 constructs with 30 reispondeints. Thei reisults show thait aill reiseia irch vairiaibleis meieit thei minimum staindairds of 
Correicteid Iteim-Totail Correila ition (CITC > 0.3) aind Cronbaich's AIlphai (CAI > 0.7). Theisei findings confirm thait thei 
deiveilopeid meiaisureimeint tool is vailid aind reilia iblei for eivailua iting conteint eingaigeimeint in thei conteixt of mobilei ba inking. 
This tool is now reiaidy to bei aipplieid in ai full-scailei study to ainailyzei thei faictors thait cain einhaincei customeir loyailty ait Baink 
OCBC Indoneisia i whein using theiir mobilei bainking seirviceis. 
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