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Abstrack

The development of information technology, telecommunications and the
internet has led to the emergence of various internet-based business
applications. One of the banks that utilizes internet technology in serving its
customers is Bank Central Asia (BCA) with MBca Mobile. The problem of
this research is whether the variables of satisfaction and usability have an
influence on loyalty and have an impact on positive word of mouth for mBca
users. This study aims to determine the effect of satisfaction and usability on
loyalty and its impact on positive word of mouth of mBca users. The sample
of this study amounted to 150 and analyzed using multiple linear regression.
The results of the study note that the role of the satisfaction variable as a
usability mediating variable to form loyalty and has a relatively large positive
impact on word of mouth. So that all hypotheses in this study can be accepted.
The suggestion put forward is that BCA needs to improve the MBca service
connection so that failures when consumers transact can be avoided by
working with telecommunications providers so that they get guaranteed
reliable internet connections. As well as increasing the operator's ability can
be done with training so that the speed and accuracy of the service can be
increased.
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Introduction

The development of information technology, telecommunications and the internet
has led to the emergence of various internet-based business applications. There is
community mobility which is very high affects the decrease in the level of customer visits
to transact at the bank directly. The internet is an ideal technology as a medium for
transforming banking activities in terms of cost savings. One of the services that use
internet facilities in the banking world is electronic banking (e-banking). E-banking is an
electronic delivery system facility that has been used by all banks to support the needs of
their customers.! One of the banks that utilizes internet technology in serving its
customers is is Bank Central Asia (BCA). BCA launched MBca Mobile.? Android based.
Previously, MBca only used Electronic Data Capture (EDC) machines to serve
transactions, now MBca have other alternatives as an option for transacting using MBca
Mobile.® Customer convenience will be guaranteed with this flexibility. Not only offering
convenience, MBca Mobile is also expected to increase the number of customers and
increase business turnover.*

Banking services based on internet technology have several obstacles in increasing
the number of users. Barriers that occur in the ease of use of the service (usability).
Service convenience factors identified include ease of use of service features and the
availability of detailed information on how to use them.® The usability variable is a factor
that directly affects customer satisfaction in Spain and is a factor that has an indirect effect
on customer loyalty so that customers will do positive word of mouth.® The findings of
Guenaliu imply the need for re-examination using different objects to be applied to MBca
users in Bandar Lampung. ” This study uses the same variables and indicators as the

research variables conducted by Guenaliu. So the purpose of this study was to determine
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the effect of satisfaction and ease of use on loyalty and its impact on positive word of
mouth of MBca users in Bandar Lampung.®

The usability variable on positive word of mouth after being mediated by consumer
satisfaction was 28.7%, This data implies that the level of ease of use is still relatively
low, which is less than 50%.° Kassim also in their research resulted in the effect of
usability variables on satisfaction only being 43.7%. When connected, the effect on
loyalty and word of mouth decreases. *° One of the behaviors that show consumers are
loyal word of mouth (WOM) which will continue to be communicated between
consumers about a product or service. ! WOM aims to influence the formation of
consumer attitudes and behavior in the form of positive or negative statements towards
the products or services offered by the company. > Word Of Mouth Marketing is even
seen as an important alternative to traditional marketing efforts as it adapts commercial
information into forms that are relevant to different members of society. 2 Also says
WOM is a social behavior, in which consumers interact with various people from friends
and family. to acquaintances and help them to make better choices (Kassim et al 2016;
Ranaweera and Sigala 2015; Raza et al 2015.%

Ease of use is defined as a person believes that using a technology will be free from
effort.™ This concept includes the clarity of the purpose of using information technology
and the ease of using the system for the purposes according to the wishes of the user from

time constraints of service.'® So if someone believes that a technology is easy to use then
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that person will use it. 1 So this convenience variable gives an indication that a system is
not made to make it difficult for the user, but rather a system is made with the aim of
providing convenience for the user. ' Thus, someone who uses a certain system will work
more easily when compared to someone who works manually. Several previous studies
have proven that ease of use has an influence on attitudes to technology use.

Based on these definitions, it can be seen that ease of use is a belief about the
decision-making process.!® If someone feels confident that the information system is easy
to use then he will use it.2° On the other hand, if a person believes that an information
system is not easy to use, he will not use it.?! The variable of ease of use of e-banking
technology is defined as a belief in which a person thinks that the use of e-banking
services can be easily understood, learned and used. To present the ease of use variable
in order to achieve the specified goals, this study uses indicators, which are then described
in statement items in the questionnaire.??

Consumer satisfaction is the overall attitude shown by customers towards goods or
services after they obtain and use them. Consumers initiate activities in market
interactions based on the needs and wants for goods and services, and these needs
encourage producers, namely companies, to provide these goods and services. In line with
the emergence of needs and desires, the customer also has expectations regarding the
goods and services he will receive from the producer.?® The company's goal is to give
satisfaction to consumers through the products offered, products that have more value

will provide more satisfaction for consumers.?* Product value can be met through
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increased product usability. 2 This is the basis for a producer or company to meet
consumer needs and expectations for goods and services so that consumer satisfaction is
achieved.? Loyalty is a measure of consumer loyalty to a product, loyalty is a core that
is a central idea in marketing, because it is a measure of a customer's relationship with a
brand.?” If loyalty increases, the vulnerability of customer groups from competitor attacks
can be reduced. This is an indicator of a product related to future profits because the brand
can directly be interpreted as sales in the future.?® Word of mouth is described as verbal,
person to person communication between the recipient and a communicator that the
recipient considers non-commercial, regarding a brand, product, or service. Word of
Mouth Marketing is even seen as an important alternative to traditional marketing efforts
as it adapts commercial information into forms that are relevant to different members of
society. Amin also says WOM is a social behavior, in which consumers interact with
various people from friends and family. to acquaintances and help them to make better

choices.?

Method
The research method in this study is a quantitative research method, Quantitative

research methods are used to collect data in the form of numbers, which are then analyzed
using statistics.%® The data obtained by distributing questionnaires using google form to
m-banking users in Lampung Province. It ensures that the respondent is an m-banking
user by giving the question "are you MBca user". If the respondent answered yes then the
respondent can answer the next question on the questionnaire. The population of this
study is unknown. The sample calculation uses the Lemeshow method with a margin of
error of 5%, obtained a minimum sample size of 216 samples. The samples collected were

190 and 160 samples could be processed.
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Result and Discussion

The demographic factor of age is that the age group of 27 to 36 years is the dominant
age group for MBca service users. This age group is an age group with fairly good
information technology knowledge, so the use of MBca which is connected to
information technology in this age group will not experience difficulties. Based on the
profile of respondents, MBca users in the age group from 17 to 46 years, in total 90% are
MBca service users. Based on these findings, BRI should focus on 17 to 36 years of age
as a promotional target for the use of MBca services.

Employment of MBca service users is dominated by private employees with a total
of 34%. Civil servants are 20% and entrepreneurs are 33%. This result indicates that users
of MBca services are customers who have permanent jobs so that they have a steady
income. BRI should be able to take advantage of the professions of its customers who are
busy by facilitating the use of MBca services.

The results of the known regression calculations are in Table 1 below:

Hypothesis R-Square gg;::scslieonr: t-value p-value | Result
HL @ kemudahaan| ) cq 0,123 2211 | 0,082 | Supported
penggunaan —>kepuasan
H2 : kemudahaan
penggunaan —>kepuasan | 0,4393 0,389 3,022 0,018 | Supported
—~loyalitas
H3 : kemudahaan
penggunaan —>kepuasan | 0,4881 0,422 3,539 0,009 | Supported
->positif WOM
\l;IVAE)I\/.I loyalitas  >positit | 26, 0,263 2672 | 0024 |Supported
H5 : kemudahaan
penggunaan >  positif | 0,2527 0,201 2,438 0,029 | Supported
WOM

Usability variable to satisfaction is 12.3%. This means that if BRI wants to increase
MBca user satisfaction, it must be able to make it easier for consumers to use the services
provided by MBca. What can be done is to increase MBca's services so that consumers
can reach services quickly, make it easier to use features and reduce failures when

transacting due to poor internet connections.
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This not too large effect is different from the results of research conducted by
Casalo which results in user convenience having a relatively large effect, which is around
30%. This difference in influence is due to the relatively high dissatisfaction with
qualitative answers among MBca users, especially when some consumers are charged a
fee even though the transaction has failed.

The second hypothesis which states that usability has a positive effect on loyalty
mediated by the satisfaction variable can be accepted because the significance value is
smaller than 0.05. The influence of usability on loyalty is mediated by the satisfaction
variable based on a relatively large calculation of 38.9%. This large influence indicates
that the satisfaction variable is important to be improved by BRI so that the loyalty of
MBca service users also increases. This service improvement can be done by improving
the internet connection so that transaction failures can be reduced. Another thing is to
avoid imposing fees to consumers if service transactions fail. It is also necessary to
increase MBca's resources or operators so that the services provided can be fast and error-
free.

The results of this study are in accordance with research conducted by Guinaliu The
satisfaction variable is a significant mediating variable and has a strong role in shaping
Loyalty.3! The combination of the ease with which consumers use services with the
satisfaction factor having a large influence on consumer loyalty. 32 The implication of this
finding can be concluded that the variable of ease of use of internet services with the
factor of consumer satisfaction is a determining factor for increasing consumer loyalty.
The third hypothesis which states that usability has a positive effect on positive WOM
mediated by the satisfaction variable can be accepted because the significance value is
smaller than 0.05. The influence of usability on loyalty is mediated by the satisfaction
variable based on a fairly large calculation, namely 48.8%.

These results indicate that if consumers are satisfied, their behavior is to

recommend and tell positive things after receiving the service. Consumers who are

31 Norizan Mohd andAbdel Kader Mohammed Ahmed Abdulla Kassim, “The Influence of Attraction
Oninternet Banking: An Extension Tothe Trust-Relationship Commitment Model,” International Journal
of BankMarketingVol 24, no. 6 (2016): 2006 424-442.

32 Guinaliu, “Role of Satisfaction and Website Usability Indeveloping Customer Loyalty and Positive
Word-of-Mouth in the e-Banking Services".”

3 Amin, “Internet Banking Service Quality and Its Implication on E-Customer Satisfactionand e-Customer

1

Loyalty ".
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satisfied with MBca's services will provide recommendations to others. Based on the
results of this study, if WOM wants to be improved, then BRI must combine the ease of
use of MBca with the level of customer satisfaction. If consumers find it easy to use
MBca's services, the level of satisfaction will be desired so that it has an impact on
consumer actions to talk about positive things about BRI. Another thing is to increase
customer satisfaction for MBca users, the imposition of tariffs for each transaction should
be reviewed, BRI can reduce the cost of the second transaction and so on so that the more
consumers use MBca, the lower the fees charged. If this result is associated with the level
of loyalty in the loyalty pyramid, then the level of loyalty of MBca BRI users is on the
third level. At this level, consumer loyalty is characterized by satisfied people, but they
bear switching costs, either in time, money or risk in connection with efforts to switch to
another brand. This group is usually referred to as loyal consumers who feel there is a
sacrifice when they replace other brands. The strategy that can be done to retain MBca
users is to reduce transaction fees for the second and subsequent transactions made by
MBca users at the same time.

The results of this study are in accordance with research conducted by Guinaliu
where the convenience factor after being mediated by satisfaction can affect loyalty quite
large. Increasing loyalty can be started by providing easy and reliable services with
service features that are easy to use. 3 Consumers will evaluate the ease of receiving the
service, if the convenience is good, the consumer will be satisfied. Satisfied consumers
will become loyal consumers.

The fourth hypothesis which states that loyalty has a positive effect on WOM can
be accepted. It is known from the significance value which is smaller than 0.05. The
influence of loyalty on positive WOM is 26.3%. The results of this study are in
accordance with the theoretical concept which states that after receiving the convenience
of service, the next behavior concerned will be satisfied and the continued behavior of
being satisfied other than loyalty is positive word of mouth. %

The fifth hypothesis which states that usability has a positive effect on WOM can
be accepted even though it has a small effect value of 12.4%. Based on the results of this

study, it is known that the variable only has a small effect if it is not mediated by the

3 Guinaliu, “Role of Satisfaction and Website Usability Indeveloping Customer Loyalty and Positive
Word-of-Mouth in the e-Banking Services".”
% P Kotler and KL Keller, “Marketing Management,” 2014.
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satisfaction variable. Thus, this study supports previous research, namely Guinaliu which
stated that the usability variable is an important variable in forming loyalty and positive
WOM after taking into account the factor of consumer satisfaction. ¢

Based on the calculation results, it is known that this study supports the research of
Guinaliu This study resulted in the influence of the usability variable (ease of use) being
the independent variable affecting the dependent variable although not too large. 3" This
study also resulted in the satisfaction variable being a strong mediating variable between
the variables. usabality with loyalty variables and positive word of mouth. However, there
is still a difference in the magnitude of the influence variable. This happens because of
the difference in the number of samples and the method of calculation carried out. The
difference in the number of samples causes differences in sensitivity in calculations and
affects the magnitude of the calculation coefficient produced. Differences in analysis
tools can also result in different calculation results. This study used multiple linear
regression analysis tools while used structural equation model (SEM) analysis tools. %
SEM has a better level of sensitivity because it can calculate not only the influence
between variables, it can also calculate the effect of each indicator on the variables.

BRI needs to improve MBca's features to make it easier to use. This improvement
can be done by improving the appearance of the site by enlarging the letters so that certain
age groups can easily use it. In addition, network connection improvements need to be
made so that connection drops during transactions can be prevented, by way of BRI
working with cellular operators to guarantee a good connection. Improve the capabilities
of MBca service operators so that service speed can be increased. Improved operator
capability can be done through training or visits of officers to MBca service units to train
and inform new things about MBca services.

This study has a limited number of samples and research variables, for that further
research is recommended to increase the number of samples and use structural equation
model analysis, so that interactions between variables can be known and can predict the

best model in increasing loyalty related to the convenience and satisfaction variables.

3% Guinaliu, “Role of Satisfaction and Website Usability Indeveloping Customer Loyalty and Positive
Word-of-Mouth in the e-Banking Services".”
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Conclusions

The results of the analysis showed that satisfaction and ease of use had a positive
impact on the loyalty of MBca users in Bandar Lampung. User loyalty also had a positive
impact on positive word of mouth. Satisfaction is one of the most important factors that
influence customer loyalty. Customers who are satisfied with the services provided will
be more likely to continue using those services and recommend them to others. Ease of
use is also an important factor that influences customer loyalty. Customers will be more
likely to use services that are easy to use and not inconvenient. Customer loyalty is a
valuable asset for a company. Loyal customers will use a company's services more often
and be more resistant to competition. Loyal customers can also increase positive word of

mouth, which can attract new customers.
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